CONVENTIONS + EXPOSITIONS - TRADE SHOWS 


PART Il SALES MANAGEMENT JANUARY 1, 1955 


TWA Site-Planning Service helps you select a convention city 
to fit your needs. TWA convention representatives have the 
latest information on convention facilities the world over. 


At no extra cost, TWA representatives will help you contact 
members, reserve space, make all arrangements wn convention 
flights. 


Maximum economy with TWA’s thrifty Sky Tourist service 
across the U.S.A. and overseas. For maximum luxury choose 
TWA’s world-famous “Ambassador” flights. 


World-wide routes provide swift, convenient service every- 
where. Only TWA connects 60 U.S. cities with 21 world centers 
overseas. 

TWA’‘s stopover privileges permit delegates to stop off en route 
at no extra fare on all First-Class and overseas flights—include 
business or a vacation in their trip. And it’s thrifty to take the 
family along with TWA’s Family Half-Fare Plan. 


Perfect combination for business meetings and conventions anywhere! 


world-wide routes... 


special husiness-meeting 
and convention services 


CURRENT CONVENTIONS AND 
SALES MEETINGS USING 
TWA’s WORLD-WIDE SERVICE 


American Footbail Coaches Association 
January 5-7, 1955—New York, New York 
Dairy Queen National Trade 
Assdciation, Inc. 
January 5-7, 1955—Los Angeles, California 
National Garden Su ply Trade Show 
January 9-11, i955 icago, Illinois 
American Society of Heating and 
Ventilating Engineers 
January 24-28, 1955— 
Philadelphia, Pennsylvania 
National Automobile Dealers Association 
January 29-February 2, 1955— 
Chicago, IIlinois 
American Academy of Orthopaedic 
Surgeons 
January 29-February 3, 1955— 
Los Angeles, California 


For complete information, call or write your local TWA office. Or write: 
Convention Manager, Trans World Airlines, 380 Madison Ave., New York 17, N. Y. 


Fly the finest... nyvitWA 


TRANS WORLD AIRLINES 
U.S.A. + EUROPE + AFRICA + ASIA 


SHOW MANAGEMENT 


by American Decorating Company 


Another example of American Decorating Company’s Planned Show 
Management is the 1955 Industrial Finishing Exposition. Planning 
on this show, which will be held in June 1955, has been underwe~’ 
since August 1953—twenty-two months! Here detailed planning 
has paid off as eight months prior to show time it is nearing a 
sell-out. At the meeting pictured, plans were being made to launch 
an enlarged attendance campaign—all under American's direction. 


Close liaison is maintained between the Society's Exposition Committee and the management personnel from American Decorating Company. 
Shown left to right are: Albert W. Erickson, Exposition Manager, American Decorating Company; Herb Head, Briggs Manufacturing Company; 
Miss Irene Grigas, Recording Secretary; Dr. Ralph A. Shaefer, Clevite-Brush Development Company; Harold E, Bartlett, Exposition Manager, 
American Decorating Company; Eugene L. Combs, Diamond Alkali Company; and Howard H. Blouch, Chromium Corporation of America. 


Why not discuss your show problems with American Decorating 
Company? You can increase the size, income and prestige of your 
Association’s Exposition when you employ the techniques de- 
veloped by American Decorating Company's specialized show 
management and production personnel. 


American Decorating Company leads the field in experienced 
show management and production personnel. This permanent staff 
is available to you when you use Planned Show Management. 


AMERICAN DECORATING COMPANY 


1849 West 24th Street, Cleveland 13, Ohio 
CONVENTION MANAGEMENT Telephone—Tower 1-6045 EXPO; N RNISHIN 
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7 Reasons Why 


CONVENTIONS 


are a@ success 
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Old-Fashioned Theme Draws Crowds 


Novel mail2rs, mustaches, derbies and 
canes set gay mood in Lakeside Plastic’s 
suite at Beer Wholesalers’ meeting 14 


Views and Habits of Exhibitors in Industry 
What similarities exist between com- 
panies in one industry with another when 
it comes to exhibit plans and preferences ? 
By Athel F. Denham, President, Show 
Promotions, Inc. 16 


What You Can Learn from the Theater 
When is your audience at low ebb during 
a parley? How does dramatization help 
a meeting? What kind of rehearsals are 
necessary? What shouldn’t you do at 
meetings P 18 


No-Speech Convention 

Delegates take home a complete hand- 
book for their business operations from 
this convention. They fill in facts on over 
100 questions that are answered by panel 
experts. 

By Robert L. Madeira, Executive Secre- 
tary, National Frozen Food Locker In- 
stitute 24 


Trends in Trade Show Giveaways 


Visitors couldn’t possibly carry home all 
the material offered to them at trade 
shows. Exhibits would enjoy better re- 
sponse if they stimulated literature re- 
quests rather than hand out material. 
By Eileen Arie, Assistant to the Editor 20 


No Sales Meeting Over 30 Minutes 


Littelfuse, Inc., boils down its annual 
sessions to half hour because it pre-tests 
all the ideas and products it plans to 
introduce to its representatives 26 


Boom in Incentive Meetings 
Travel incentive contests doubling and 
tripling among large and small companies. 
Lure of luxury trips proves outstanding 
stimulus and tax benefits favor incentive 
conventions 30 


Is Most of Your Exhibit Space Wasted? 
Experimental “Show for Shows” is de- 
signed to show how you can take ad- 
vantage of cubic content of a booth when 
unhampered by restrictive regulations. 
By Domenico Mortellito, Artist-Design- 
er-Consultant, E. I. duPont de Nemours 
& Co., Ine. 34 


News: Potent PR Tool At Conventions 
It requires a 24-hour schedule of special- 
ists to turn out a daily newspaper for a 
convention, but it pays off 38 


In 34 Shows at $80 Each 


Manufacturers solve problem of frequent 
and overlapping local shows—and mount- 
ing costs—with traveling exhibits. 

By Robert B. Konikow 42 


You Can Cut Planning Time 

For Your Sales Meeting 
There are three major schemes you might 
use to plan your sales meeting. Each has 
its advantages to fit particular situations. 
By Richard Beckhard, Consulting Editor 50 
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To Dress a Meeting 
With Flexible Background 


Gibraltar created its own sales meeting 
background when it couldn't find what it 
wanted on the market, and went into 
mass production when other companies 
wanted it, also 


Combined Industry Show 
"Sells" Dairy Promotion 


Three associations sponsor musical show 
at convention to explain non-brand pro- 
motions designed to aid milk producers 
and ice cream manufacturers 


How to Use a Trade Show to Test 
Market Potentials of New Product 


You can be led astray if salesmen’s re- 
ports alone are the basis of sales forecasts 
for your new product. In-booth note tak- 
ing can miss important reactions. 

By John T. Fosdick, Research Editor 


How to Be a Clever Conventioneer 


You have to prepare your trip to a con- 
vention the same way you plan an inten- 
sive sales call. Here are 12 “musts” to 
help you get the most out of any conven- 
tion you attend. 

By E. D. Parrish, Director of Sales, 
Chalfonte-Haddon Hall 


Ever Try a Formal Bull Session? 


Good ideas become everybody's property 
quickly at an organized experience- 
swapping session. It is possible to cover 
more ground in less time than straight 
talks interrupted by questions. 

By W. T. Rossiter, Sales Training Direc- 
tor, Dow Corning Corp. 


What 50 Years’ Experience Teaches 


Since 1963 when Myers “travelers” first 
gathered in the shipping room for a three- 
day conference, the company has been 
staging sales meetings. Here’s what it’s 
learned by trial and error 


How Do You Get a Room 
With Conventions in Town? 


Western Union has come up with a ser- 
vice to get you a room in a convention- 
packed city—its “room-finder” service 


Industry-Wide Concern for 
Sales Efficiency 


To increase sales volume of an entire 
industry's product against competition you 
need an across-the-board improvement 
of sales productivity 


Dealers Get "Proof" 
With Road Show 


Four gas utilities blanket their territor- 
ies with theatrical meeting for gas range 
dealers. Broadway players—and cooked 
meals—offered “proof” of quality 


Let ‘Em Gripe 


You can let them get gripes off their 
chests without having the meeting get 
out of hand. 

By Carl B. Anderson, Sales Promotion 
Manager, Frederic B. Stevens, Inc. 


DEPARTMENTS 


Cenvention Business 
Editor’s Notes 

Exhibit Clinic 

Index to Advertisers 
Meeting & Show News 
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A Convention 
At The Skirvin Hotel 
Is Assurance of Success 


Here you'll find complete facilities 
for both large and small gatherings, 
with all details handled by 
experienced personnel 

For added pleasure, there's 

air conditioned comfort throughout, 
with free radio and television 


Conventions are our BUSINESS — 
Not a “sideline.” 

WRITE FOR COLOR BROCHURE 

AND FULL INFORMATION 


THE ° 
OKLAHOMA CITY 
Broadway At Park Avenue 


JAMES, PRESIDENT AND GENERAL MANAGER 


AVtthsy 


Moving? 68% Call... 


Your ALLIED agent 


Comprehensive Transit Protection means 
that Allied can assume on your request 
full liability for the actual and declared 
value of your household goods, the broad- 
est transit protection available today. 


4 


FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, IIL 


EXECUTIVE OFFICES 
FOR SALES MEETINGS 


1200 Land Title Building, Philadelphia 10, Pe 
Rittenhouse 6-5420 


GENERAL MANAGER 
Philip Harrison 


BUSINESS MANAGER 
Paul Lightman 


EDITORIAL 
EDITOR .. 

ASS'T. TO THE EDITOR 
RESEARCH EDITOR 
CONSULTING EDITOR 
READERS’ SERVICE DEPT. 
SUBSCRIPTION MANAGER Toula De Prince 


Robert Letwin 
Eileen Arie 

John T. Fosdick 
Richard Beckhard 
Rosalie Stiefel 


ADVERTISING SALES 


FIELD MANAGERS 


PHILADELPHIA 10, PA. 
1200 Land Title Building 
Rittenhouse 6-5420 
Philip Harrison Paul Lightman 
NEW YORK 16, N. Y. 
386 Fourth Avenue 
LExington 2-1760 
Randy Brown, Jr. 


CHICAGO |, ILL. 
333 N. Michigan Avenue 
STate 2-1266 
Thomas S. Turner 


SANTA BARBARA, CALIF. 
15 East de la Guerra 
Santa Barbara 2-3612 
Warwick S. Carpenter 


MEXICO CITY, D. F. 
Av. Juarez No. 127 
Tel. 36-38-39 
G. Enriquez Simoni 


SALES MEETINGS is issued five times a 
year: January |, April 1, July 1, October | 
and November | as Part Two of SALES 
MANAGEMENT. All mail for SALES MEET- 
INGS should be directed to Philadelphia 
office. 


January 1, 1955 
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The CONVENTIONAL thing to do 


Call Capital Airlines the next time you’re planning to go to a 


convention, sales meeting or conference. Capital has convenient 
daily flights between practically all important convention cities. Flying the fast, 
dependable Capital way, you’ll spend fewer hours 


away from home and business. 


On group flights, remember . . . Capital handles more 

special flights than any other airline in the world! 
For further information, AIRLINES 
call your Capital Airlines ticket office. 
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Standout Convention site 
outside the U.S.... 


| ! 


| 


Overnight from New York or Chicago 


The ROYAL YORK Toronto 


LARGEST HOTEL IN THE BRITISH COMMONWEALTH 


COMPLETE FACILITIES FOR WORK: These 
fine convention facilities, in an atmos- 
phere of modern luxury, will help you 
get things done quickly, simply, suc- 
cessfully: 

1200 comfortable rooms, all radio- 
equipped e Large Convention Hall; 
Banquet Hall with stage and organ; 
Regal Ballroom e Exhibit rooms, 
meeting rooms, secretarial rooms; 
Sound projectors, both 16 and 35mm, 
trained operators e Portable public 
address system 


AND FOR PLAY: Name bands and popu- 
lar entertainers perform nightly. Take 
your choice of attractive eating places 
right here in the Hotel: 3 restaurants 
and 6 public rooms, all with Canadian 
Pacific's typically prompt and courte- 


ous service. And if you like, go on the 
town. The Royal York is smack in the 
center of Toronto’s business, theatre 
and shopping district. 

HOW TO GET THERE: Toronto, with its 
Union Jacks and British flavor, adds a 
fascinating touch to any convention. 
Yet it's only an overnight trip from 
many U. S. cities. 

FOR DETAILS AND RESERVATIONS: Write 
Convention Manager, Royal York, To- 
ronto. He'll handle everything for you. 
For other excellent convention sites, 
write Canadian Pacific, 581 Fifth 
Avenue, N. Y. 17, N. Y. 


Camadian Pacific 


EDITOR'S NOTES 


Free Sketches 
Can Be Expensive 


If you ever reject a display design- 
er’s suggestions, make sure his ideas 
never turn up in your exhibit. That 
free sketch he submitted for your ap- 
proval might prove expensive when a 
jury decides its value. 

This advice grows out of a prece- 
dent-setting decision in Municipal 
Court, Philadelphia. The case was a 
suit brought against Jordon Refrig- 
erator Co., Philadelphia, by Lewis 
Barry, Inc., display designer, New 
York City. 

According to testimony at this two- 
day trial before Judge Felix Piekar- 
ski, salesmen of the Barry organiza- 
tion called on the Jordon advertising 
manager after learning that this com- 
pany planned to exhibit at the Phila- 
delphia Home Show in February, 
1953. Jordon’s advertising manager 
invited the Barry organization to de- 
sign a booth that would fit the Home 
Show space of 10 feet and could be 
expanded to fit the Frozen Food 
Show later in New York City. 

Following the initial meeting on 
Nov. 3, 1952, between Barry sales- 
men and Jordon’s advertising man- 
ager, sketches were created for a 
display or which a $1,500 budget had 
been set. Rough sketches were shown 
on Nov. 18 at a second meeting at 
the Jordon Co., however these ren- 
derings were not returned to the dis- 
play designer until almost two months 
later. From these sketches a final 
booth design sketch was presented to 
Jordon on Jan. 20. 


Testimony 


Court testimony made it clear that 
if this sketch were rejected and not 
used, Jordon would pay Lewis Barry 
nothing. 

Late in January, Jordon rejected 
the Barry sketches although little 
time remained before the Feb. 9 open- 
ing of the Home Show. At this point 
the Barry people considered their ef- 
forts had resulted in “no sale” and 
ne bill was rendered for services, as 
agreed originally. 

However, wher a Barry man at- 
tended the Home Show on Feb. 9, he 
noticed a marked similarity between 
Jordon’s booth and the sketches pro- 
duced by his designers. He had the 
official show photographer take a pic- 
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ture of Jordon’s booth to compare 
back in his office. A comparison 
prompted the legal suit. 

Ly. court Lewis Barry contended 
thatall designs in his final sketch 
were his and that Jordon personnel 
contributed no design ideas to the 
final exhibit renderings. Jordon was 
unable to show through testimony 
any evidence to the jury’s satisfaction 
of having created any of the designs 
that went into Barry’s sketches. 

Actual builder of the display, un- 
der cross examination, admitted that 
he did no designing for the display he 
built for Jordon. He contended, how- 
ever, that he had never seen Barry’s 
sketches. 


Were Designs Used? 


In his charge to the jury, Judge 
Piekarski explained that if in the 
jury’s opinion, Jordon had in fact 
used designs and ideas created by 
Barry, the latter was entitled to com- 
pensation. How Barry’s designs end 
ed up in Jordon’s final exhibit was 
not probed. The jury was instructed 
to determine whether the similarity 
between sketches and final exhibit 
were coincidence or whether the final 
exhibit was a use of Barry’s designs. 
If Barry’s designs were used in the 
exhibit, the jury was to determine 
how much should be paid for their 
use. 

Just exactly what happened at Jor- 
don between the time it asked for 
sketches and had another display 
builder construct its display, I don’t 
know. But sitting in at the trial, | 
dreamed up this situation: 

The advertising manager brought 
in the final exhibit sketch to the 
sales manager along with the esti- 
mate “What,” shouted the S.M., 
“$1,500 for this small display? Why 
any carpenter could build it for 
$500.” ‘To prove it, he picked a name 
out of classified telephone directory 
and called in a display builder. “How 
much will it cost? Five hundred you 
say? Fine. Build it.” Turning to the 
ad manager, “There, I told you.” 

My reverie was interrupted when 
the jury came in. In my daydream 
the S.M. forgot that the $500 cost 
didn’t include designing which was 
already completed, but the jury re- 
membered. 

Barry’s suit asked for $1,000 in 
design fees, and the jury awarded 
$1,000 plus 6% interest from the 
time Barry should have been compen- 
sated. 


ROBERT LETWIN 
Editor 
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CAN MOVE YOUR EXHIBIT, TOO! 


THE MAYFLOWER “MOVERAMA”... an exhibit of the latest 
scientific moving, storage and packing methods and materials in use by 
Mayflower all over the nation. Three of these huge displays, built right 
into Mayflower’s own vans are now touring the country from coast to coast 
as part of a series of meetings aimed at providing you with even better 
moving service wherever and whenever you need it. 


THE QUICK, ECONOMICAL WAY 
TO MOVE YOUR EXHIBITS 


Whether the job is moving your exhibit for one appearance, or through 
a series of showings in different cities, Mayflower can do it quicker and 
more economically. The number of vans you need is assigned to your 
tour, and move according to your schedule. Packing service is available 
if needed. Because the van can load and unload promptly, you can sched- 
ule your showings during a shorter period of time. Mayflower has long 
and successful experience in transporting exhibits for many of the nation’s 
leading companies. Your local Mayflower agent can make all the ar- 
rangemer ts for you. 


AERO MAYFLOWER TRANSIT COMPANY, INC. - INDIANAPOLIS, INDIAN? 


Mayflower’s organization of selected warehouse agents provides on-the-spot repre- 
sentation at the most points in the United States and Canada. To locate your local 
Mayflower agent look in the classified section of your telephone directory under 
“Moving,” or call Western Union by number and ask for Operator 25. 


Mayflower; 
avilower ny 
C a can Few ¥ 


NATION-WIDE FURNITURE MOVERS 


the convention spot 


that has everything... 


Actually a village within itself, Sun Valley, 
Idaho is the ideal place for your next conven- 
tion. Along with everything that’s fun under 
the sun there’s every comfort and convenience 
facility, including a movie theatre, post office, 
photo shop, florist, gift shops and church serv- 
ices. There’s a real wide-open western welcome 
awaiting, so why not make your plans now! 
Convention season, early April to July 1 and 
after Labor Day to October 15. 


GOLF e TENNIS @ SWIMMING e 
HORSEBACK RIDING @ SKEET AND 
TRAP SHOOTING @ FISHING e 
MOVIES @ BOWLING ¢ DRIVE 
YOURSELF SERVICE ¢ OUTDOOR 
ICE SKATING ¢ DANCING 


Sinled 


MEETING AND BANQUET ROOMS 
MEETINGS 


No. of Rooms 
Opera House 
Duchin Room 
Slalom Room 


(Numerous smaller rooms 20 to 50) 


BANQUET 
No. of Rooms Max. Capacity 
Lodge Dining Room 350 
Continental 600 


Liquor by the drink available per state laws 
except Sunday and designated holidays. 


RATES: American Plan European Pian 


per person, two 
$14 in a room RATES ON 
$] 8 per person, REQUEST 


single room 


Max. Capacity 


Capacity: Sleeping accommodations for 500 persons 


FOR RESERVATIONS and complete UNION 
information address Mr. Winston PACIFIC 


McCrea, Megr., Sun Valley, Idaho. RAILROAD 
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AND EVENING ENTERTAINMENT 


OWNED AND OPERATED BY UNION PACIFIC RAILROAD 


MEETING AND SHOW NEWS 


Truck Elevators for Coliseum 


Truck access by elevator or ramp will be provided 
for all four floors of New York’s Coliseum, sched- 
uled to be available for exhibits March 1, 1956. 
One elevator is planned to be large enough to han- 
dle over-the-road trailer trucks. In addition to 301,- 
078 sq. ft. of exhibit space there will be an 850-car 
garage in the Coliseum building. 


Putnam Heads Exhibit Mgrs. 

National Association of Exhibit Managers have 
elected Allen Ray Putnam president at its recent 
convention in Philadelphia. Putnam is assistant 
executive secretary of American Society of Tool 
Engineers. He succeeds A. C. Spangler, assistant 
vice-president, National Office Management Assn. 


No Tax on Banquet Entertainment 

Associations are not liable for admissions’ tax for 
their convention banquet programs even though pro- 
fessional entertainment is used and a portion of 
registration fees goes specifically to the banquet, ac- 
cording to T. Coleman Andrews, commissioner, 
Bureau of Internal Revenue. Says Commissioner 
Andrews, “Since the banquet and dance are carried 
on in conjunction with the annual convention of 
the association, which is considered to be one of its 
regular functions, the association would not be liable 
for a tax on the registration income received to cover 
the expenses.” 


Customers Fete Sales Executive 

A unique event was staged recently when a hotel 
sales director was feted by his customers because 
he “has served us well and graciously.” Duane W. 
‘“*Tex” Carlton, upon leaving his position as director 
of sales for Hotel New Yorker, New York City, 
was tendered a testimonial dinner by association 
executives and other customers. Carlton is now 
special assistant for sales and promotion for Shera- 
ton Hotels. He is headquartered at Park Sheraton, 
New York City. 


Delegates’ Planes Jam Airport 

American Petroleum Institute’s annual conven- 
tion in Chicago caused a jam-up at Midway Air- 
port with the largest concentration of private air- 
craft seen in the Windy City. Over 115 corpora- 
tion-owned and operated airplanes worth $25 mil- 
lion flew in for the event. 


One-Floor Meeting Plan 

Jefferson Hotel, Richmond, Va., has developed 
an “all-on-one-floor” plan for meetings with nine 
rooms tailored to groups of 10 to 600. A truck 
ramp right into the ballroom-auditorium is featured 
in the refurbishing to provide complete convention 
facilities all on one level. 


Winter Show Fails to Draw 

First International Winter Sports Show, New 
York City, fared poorly although it did not lack 
publicity. Some exhibitors were reported to have 
pulled out of the show after the first week end. 
Aimed at the skate and ski enthusiasts, the show 
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There's a new climate in Washington for busi- 
ness. Now's the right time for ee your 
important events in the Capital. 


Put your important meetings and exhibits where important 
things are happening. You can book your big meetings, confor- 
ences and shows in Washington's foremost meeting site. Com- 
plete facilities for national company meetings—sales, promo- 
tion and public relations exhibits—are available now at National 
Guard Armory. 

Put your meeting in the limelight . . . where the eyes of the 
nation's busi are f d. Bring your salesmen, distributors 
or dealers to the most important spot in the world. 


Some Choice Dates Available 


THE LARGEST EXHIBIT SPACE 
IN THE CAPITAL CITY 


76,000 $Q. FT, OF UNOBSTRUCTED FLOOR SPACE 
All on One Floor 


COMPLETE CONVENTION FACILITIES 
TRAINED AND EXPERIENCED STAFF 
UNEXCELLED PUBLIC ADDRESS SYSTEM 
ADDITIONAL MEETING ROOMS 


EASY DRIVE-IN FACILITIES 
Unload Exhibit at Booth 


CRATE STORAGE SPACE 


PARKING ACCOMMODATIONS 
FOR 1000 CARS 


ABUNDANT LOW COST TRANSPORTATION 
10 MINUTES FROM THE CAPITOL 


THE SHOW PLACE 


of the Nation's Capital 


For Information Write: Armory Board Manager 


National Guard Armory 
2001 EAST CAPITOL STREET 


WASHINGTON 3, D.C. 


tae « 


ahead 


It’s easier fo plan your trip via United... 
THE CONVENTION ROUTE OF THE NATION 


People everywhere agree it’s so much easier to 
travel when you plan your trip via United Air Lines. 
Fast, dependable Mainliner flights, including new six- 
mile-a-minute DC-7s, to 80 U. S. cities coast-to-coast, 
border-to-border and to Hawaii. And you have a choice 
of luxurious First Class or thrifty Air Coach Mainliner 
service on convenient ‘round the clock schedules. 
Special service “extras’’—all at regular First Class 


In addition to outstanding flight service, United 
provides complete convention service and will glad- 
ly assist in planning so that you and your men can 
spend more time at the next meeting with less time 
off the job. Get the facts today! 


> 0c-7 


UNITED 
ee ee 


“a7530 
; 
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fare—include delicious mealtime service aloft by 
European-trained chefs, a half-fare family plan, and a 
choice of alternate routes that allows you to visit extra 
cities at no extra fare. You can go one way—return 
another. United also offers comfortable Air Coach 
Mainliner flights with exclusive 2-abreast seating to 22 
principal cities across the nation. 


Write to: M. M. Mathews, Supt. of Convention Sales, United Air Lines 


5959 S. Cicero Ave., Chicago 38, Ill. 


AIR LINES 


NATION’S NUMBER ONE COAST-TO-COAST AIRLINE! 
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failed to draw sufficient exhibitors or public at- 
tendance. 


Boat Show "Sold Out" 


In November, Chicago National Boat Show 
hung out a “sold out” sign for its February run in 
International Amphitheatre. “Despite the addition 
of 50,000 sq. ft. of exhibit space in the new south 
wing,” says Guy W. Hughes, show’s executive 
director, “applications from both old and new ex- 
hibitors exceeded available space.” The ’55 show is 
40% larger than last year’s. 


First Show for New Facilities 


Four-day Plant Maintenance & Engineering 
Show, Jan. 24-27, will be the first one to move into 
the new addition to Chicago’s International Amphi- 
theatre. The show will have 400 exhibitors, and is 
expected to attract 20,000 in attendance. 


Bowman Joins Bureau Staff 


William E. Bowman has been appointed to the 
Boston Convention and Visitors Bureau staff. He 
had been associated with the Boston Statler and 
convention field since 1933. 


Heliport for New Hotel 


Las Olas Inn, scheduled for opening in Fort 
Lauderdale, Fla., next spring, will have a heliport 
as an integral part of the ocean-front hotel. Heli- 
copter service is growing in South Florida and is 
expected to be an important part of hotel opera- 
tion, according to the new hotel’s owners. 


Smith Named Director of Sales 


William A. Smith, Jr., formerly in charge of 
sales promotion for Prince George Hotel, New 
York City, has been appointed director of sales and 
advertising for Palm Beach Biltmore Hotel, Palm 


Beach, Fla. 


Personalized Meeting Gift 

A special “business” version of its individually- 
labeled Personalized Old Forester, particularly 
adapted to use for sales meetings and similar pur- 
poses, has been announced by Brown-Forman Dis- 
tillers Corp. In the business field, Old Forester 
already ranks as the bourbon preferred by more 
executives than any other, according to a recent 
SALES MANAGEMENT survey. This new labeling 
idea allows a business organization an opportunity 
to give special identity to this fine product as well 
as to personalize it for a recipient. This can be 
done under the Kentucky distillery’s new labeling 
development by specially imprinting the label with 
name, trademark or other designation. The pack- 
age is further individualized for use as gifts, prizes 
or in other ways by imprinting the names of the 
persons concerned. 


New Show in September 


A new industrial exposition, Production En- 
gineering Show, will be launched in Chicago next 
September to coincide with the holding of the 
Machine Tool Show. Dates for both shows are 
Sept. 6-17. Production Engineering Show will be 
on Navy Pier while the Machine Tool Show uses 
International Amphitheatre. 
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NOWHERE IN AMERICA IS THERE A MORE 


VERSATILE SETTING 
FOR EFFECTIVELY ENJOYABLE 


CONVENTIONS 
AND OTHER GROUP GATHERINGS 


95 miles from New York... 
in the beautiful Shawangunk Mountains 
...conveniently reached from all 
directions by Car, Bus, and especially 
by Plane to JENNIE GROSSINGER AIRPORT. 
All Sports at all seasons... Championship 18-hole 
Golf Course, Tennis and all court games, Private 
Riding Academy and Bridle Trails, Private Lake 
for Boating and Fishing, Olympic Swimming Pool; 
and in Winter, Artificial Skating Rink, 
Toboggan Slide, Skiing, 
Sledding and all Winter Sports. 
Top-drawer Entertainment, Dancing, 
Social Programs; nationally famous cuisine. 2 
Most modern facilities and complete 
cooperation in all aspects of Meeting 
Rooms, Displays, Exhibits, Movie and 
Sound Equipment, etc. 


GRDSSINBERE 


GROSSINGER, N. Y. 


For information, write or call 


IRVING SILVERMAN, Sales Manager 


GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREE: 
Phone Circle 7-4915 


Prescription 
for a successful 
convention... 


Let's be realistic about this convention business— 
people who attend conventions attend them more 
readily when they are held in places it’s fun to visit. 
And that’s an important item to keep in mind if 


you want a real bang-up turnout. 


We have in mind just such a place. In fact, it’s 
ideal. Nature has given it a perfect climate—it av- 
erages 76° the year round. Also, the odds are about 


1000 to 1 that the sun will be there while you are. 


Of course, San Juan, Puerto Rico, for that’s the 
city we're talking about, has the conventional con- 
vention facilities, too. It has modern air condi- 
tioned hotels—four of them within walking dis- 
tance of one another. Roomy convention halls 
have plenty of exhibit space and committee rooms. 
Special convention rates are attractively low in 


Spring and Fall. 


But there’s a lot more to San Juan than that. In 
addition to its jewel-like setting, rich with the col- 
orful bounty of the tropics, there’s golf, wonderful 
deep-sea fishing, pool or surf swimming, sporting 


events and festive whoop-de-do after dark. 


There are beautiful roads to palm-fringed beaches, 
picturesque mountains, historical cities and_for- 


tresses. You can rent a drive-yourself car reasonably. 


Getting there is easy. San Juan, Puerto Rico, is 


only a few air hours from any part of the U.S. 
Iypical round trip air-coach fares are—from New 
York, $128; from Chicago (via Miami), $151; from 
Cleveland (via Miami), $174. No passports, no 
customs, no travel red tape, no foreign currency. 
Get complete details from Puerto Rico Visitors 
Bureau, (an agency of the Commonwealth of 
Puerto Rico), Room 409, 579 Fifth Avenue, New 
York 17, N. Y. 


CONVENTION BUSINESS 


The "Big Look" 


More meetings, more shows for 1955 
and a closer look at their results. 


In the convention and trade show field, 1955 is 
the vear of the big look. You and everyone else con- 
cerned with meetings and exhibits will be taking 
a big look at what you are doing, will ask yourself 
“Ts this the best way to do it?” and wili look around 
to see if you can’t do it better. 

Why the big evaluation for 1955? Simply be- 
cause many trends set in motion in the last few 
years are foaming up to a big head this year. 
Whether you want to take a big look or not at your 
meeting and exhibit programs, you'll be shoved 
into it. Here’s why: 

Competition in the convention field is nearing 
a new peak. Dozens of cities that never actively 
solicited convention business are now pitching for 
convention dollars. Growth of hotel chains is put- 
ting pressure on unafhliated hotels to sell harder. 
Chains themselves must sell harder to lay a strong 
foundation of meeting business — acknowledged 
backbone of hotel profits for most chain operations. 

For cities, auditoriums and hotels, not only is it 
simply a matter of selling harder what you had, 
but now it is selling what you have just acquired 
or are about to acquire. New convention and trade 
show facilities are springing up daily. It would 
appear that every major convention hotel has either 
just refurbished and enlarged facilities or is about 
to. 


Bigger Selection 


Meeting-wise what this means to sales meeting 
planners is that a wider selection of sites will be 
available and you'll be forced to look them all over 
more carefully. More sales pressure from hotels will 
be put on you to do so. For association meeting 
planners, new hotels and enlarged hotel facilities 
will break up some old meeting patterns. Cities that 
may not have had quite enough rooms or large 
enough exhibit areas will now have enough to meet 
more requirements. Thus associations that moved 
around between a half dozen cities may find they 
can include a few more on their circuits. 

While these increased meeting and show circuits 
all will not develop this year, planning for 1956 
and 1957 will encompass new facilities. As meeting 
groups start to consider new facilities, old estab- 
lished sites will strive harder to keep their meeting 
volume high. 

So you can look for the biggest battle for con- 
vention dollars this year. And it will not be a fight 
for a greater share of the old convention market, 
but a share of a bigger convention market. 

Why will there be a bigger dollar volume in the 
convention market? Because associations will be 
bigger in 1955 there will be more associations, and 
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more sales meetings will be staged. 

Each year approximately 500,000 new people 
enter the employment pool. Of this half million, 
new salesmen and executives develop faster! than old 
salesmen and executives leave the labor pool. Thus 
there are more people to become involved in sales 
meetings. 

On the association front, larger meetings can be 
anticipated because of more professionals who are 
entering their fields than are leaving: more doctors, 
more engineers, more scientists. 


Soft Spot 


One soft spot in convention business involves vet- 
eran groups. Many new veteran groups formed im- 
mediately after World War II are dropping out 
of the convention picture. This is the one piece of 
convention business that will show a decline while 
all others rise. 

The year 1955 will not show the full trend in 
trade shows but it will build up for the coming 
years. This year should have a few more shows 
than last, but 1956 and 1957 will be the big ques- 
tion mark. 

Increase of trade shows will level off and may 
even drop slightly after 1955 or 1956. This, as a 
result of the big look. 

In several professional fields, manufacturers will 
question the value of many local shows. Until now, 
manufacturers have been plagued by overlapping 
local shows and many of questionable value. This 
year you can expect them to do something about it. 

There is pressure being brought to bear in the 
funeral and medical fields to cut down and consoli- 
date local shows. This same trend is developing in 
other professional fields. Manufacturers individual- 
ly or together are about to study their show sched- 
ules to determine just how valuable some of these 
local events are to their overall marketing picture. 


Local Shows Diminish 


In the shakedown, many local shows will fall by 
the wayside by the time 1956 and 1957 roll around. 
Right now, many manufacturers feel that they are 
being clubbed into some local shows. Until they 
weigh those “clubs,” status quo will be maintained. 
After this year’s big look, many local “clubs” will 
cease to threaten. A dollar-and-cents evaluation will 
show it is cheaper to accept possible local unhappi- 
ness then to be bludgeoned into spending non-pro- 
ductive dollars in doubtful shows. 

As unproductive shows diminish, new shows will 
develop to fill the convention-dollar gap. This might 
create a stability because, while more shows may 
die than develop, increased spending at shows will 
take up the slack and newer shows will be larger 
than those that die. 

More money will go into meetings and shows in 
1955 than ever before. The average of $66 a day 
per man spent by manufacturers for sales meetings 
will nudge or pass $70. However, the return on 
meeting investment will be much greater. More 
incentive meetings (see page 30) will boost meet- 
ing returns for planners. 


(continued on page 95) 
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A New Star in the Convention Sky 
DE LITE ROCK 


~~ 
Served direct by American Airlines, \ 
Braniff, Delta C & S, and Trans-Texas 
airlines, plus excellent rail service 

in 10 directions. A central location 
that saves time and miles. 


‘THE ALBERT PIKE 


FOUR MODERN HOTELS 

WORKING TOGETHER 
\ ORE Convention groups and Sales Executives 
4 are choosing Little Rock for practical reasons 
of travel convenience and economy in this efficient 
and congenial convention climate. Close together 
in the modern business section, near historical 
sights, auditorium, and transportation, these four 
modern hotels have 1,350 rooms plus 35 modern 
meeting and banquet rooms seating up to 1,000. ei , 


' 


pore ©, 


« 


HISTORICAL SIGHTS— 
Three state capitols with the 
nationally famous Territorial 
Restoration and historical 
attractions, visitors welcome. 


a. 


T 


URFORD, General Manager 


389 


MUNICIPAL AUDITORI- 
UM— Manufacturers choose 
this modern auditorium for 
regional meeting and show- 
ing of merchandise. Not the 
largest, it is the best, seating 
2,000 in theatre style comfort 
plus the large exhibition and 
banquet room. 


Organization 


Address__ 


LITTLE ROCK 


—e oD. 


ARK 


MUSTACHES SENT THROUGH MAIL are ticket of admission. 


Old-Fashioned Theme Draws 


Novel mailers, mustaches, derbies and canes set gay mood 


in Lakeside Plastic's suite at Beer Wholesalers’ meeting. 


Old bar room scene contrasted with modern display. 


A really comprehensive promo- 
tional job was done by Lakeside 
Plastics, Duluth, to get visitors to its 
exhibit at the National Beer Whole- 
salers’ Assn. convention, Chicago. 

A long-planned advertising cam- 
paign plugging its hotel suite num 
bers, 813, 814, 815, started this pro- 
motion. General theme in all adver- 
tising was “Yesterday's Styles Were 
Never Like These,” which was high- 
lighted by a horsehair mustache sent 
out as an invitational teaser and was 
a ticket of admission to its exhibit. 

Individual mailings were made, 
about two days apart, of three num- 
bered cards—‘813,” “814” and 
“815.” This was done about two 
weeks prior to the convention. By 
the time people received the second 
card, the company was receiving long 
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distance phone calls and letters from 
those who wanted to know what the 
numbers stood for. These inquiries 
were purposely ignored, and one 
week before the showing, a mustache 
mailer was sent. 


Depicts Rooms 


On the front of this mailer, were 
the numbers of the three rooms, 
along with a mustache pasted onto 
the card with the legend “We know 
you'll be tickled.” The second side 
showed three doors (again with the 
appropriate numbers on them) which 
could be opened by the recipient. 
Room 813 showed an old-fashioned 
saloon keeper holding a beer mug, 
standing behind swinging doors. 


TOWEL RINGS to wipe mustaches hang on bar. 


Crowds 


Room 814 depicted a well-dressed 
(formal clothes) man, holding a bot- 
tle of beer, gesturing to come inside. 
Behind the door to 815 was a large 
question mark. 

Page three of the mailer explained 
each room. “Enjoy the Past” in 813, 
“See the Present” in 814 and “Visit 
815 and plan the future.” 

When visitors arrived at the three- 
room suite, here’s what they found 
behind the real doors: 

Room 813 was completely _re- 
decorated and refurnished, and was 
the main entrance to the three-room 
suite. An old-time bar was rebuilt for 
the occasion. Its mirrored back, up- 
right pillars, towel rings (for wiping 
mustaches) and even the brass rail 
were as authentic as possible. Among 
the other atmospheric props was an 
old Edison phonograph, a crank-type 
telephone, old round table complete 
with checkered table cloth and 
candles, and an authentic oil paint- 
ing of a “nude” done in 1900, was 
hung conspicuously as in the days 
gone by. 

Lakeside Plastics installed plank- 
type flooring and re-papered the 
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OLD PHONOGRAPH and "nude" are authentic. 


walls. A “watch the birdie’ photo- 
grapher was on hand taking ‘“Tin- 
Type” photos. Other entertainment 
was a piano player who played tire- 
lessly (on an old piano tuned to 
sound of correct vintage) for the 
many quartets that organized them- 
selves. A sandwich board in front of 
the entrance read “Enjoy yourself in 
a good old-fashioned way,” while a 
sign over saloon-type swinging doors, 
which were especially constructed, 
proclaimed it as “Lakeside Plastics’ 
Place.” To add to fun and frolic, 
free beer was served in mugs, and all 
attending were given souvenir derby 
hats, canes and mustaches. 


Modern Room 


Adjoining room, 814, proved that 
“Yesterday's Styles were never like 
these.” To help everyone celebrate 
the age of reality, this room was ultra 
modern. A modern bar was built— 
not only for serving free refresh- 
ments, but its back bar facilities dis- 
played many of the units designed and 
manufactured by Lakeside Plastics. 
In addition to other display pieces, 
one entire wall within this room was 
devoted to the evolution of a display 
sign—from original design to finished 
point-of-purchase piece. This display 
included a 1,500 Ib. solid steel injec- 
tion molding die used in the manu- 
facture. 
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CONTRAST to old-fashioned room was this modern room, with its display pieces. 


Third room, 815, adjoining the 
modern room, was purposely designed 
in a comfortable atmosphere to add to 
one’s relation and, too, was used for 
discussing point-of-purchase adver- 
tising problems with anyone who de- 
sired. 

In addition to the mailing-piece 
promotion, invitational copy was used 
in the company’s regularly scheduled 
trade advertising prior to the conven- 
tion. 

According to Marshall and As- 
sociates, Duluth, artists and consul- 
tants, costs of printing direct mail 


pieces and giveaway items — derby 
hats, canes and mustaches — did 
not exceed $800. Props and decora- 
tions used in the display rooms can 
be used again for other display pur- 
poses. All “Gay Nineties” props were 
promoted free of charge from local 
individuals both in Duluth and 
Chicago. : 

An estimated 3,000 people visited 
the three rooms. As an example of 
enthusiasm for the displays, on the 
final night people tore off the 
decorative wall paper of room 813 
as souvenirs. The End 
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Views and Habits of Exhibitors in Industry 


What similarities exist between companies in one industry 


with another when it comes to exhibit plans or preferences? 


Here is first of a series of articles based on a survey of 


five industries. Only 2°% of companies did not exhibit. 


BY ATHEL F. DENHAM 


President, Show Promotions, Inc. 


Following is first of a series of 
articles based on extensive question- 
nairing of exhibitors and non-exhibi- 
tors in a broad variety of industrial 
and trade fields. No attempt has 
been made to check every field but, 
insofar as possible, fields were selected 
which would cover the broadest varia- 
tion and potential appeal to ex- 
hibitors. 

Thus the metalworking field is rep- 
resentative of a complex type of busi- 
ness running from low-cost nuts and 
bolts to large machinery (capital 
equipment) costing $100,000 or more 
per unit. In contrast to the well- 
established metalworking field, the 
electronic field is quite new and is 
still féeling its way to a large extent. 
The medical field differs in that the 
major type of audience is highly pro- 
fessional and scientific in nature — 
much more so than either in the elec- 
tronic or metalworking fields. 

The chemical field was selected as 
being somewhere in-between; it is 
also characteristic of industries that 
are well established and yet are start- 
ing on a new phase of growth. 

The office equipment field was se- 
lected to represent fields in which 
markets have existed for a long time 
but in which the nature of the market 
is in the process of change due to 
recent introduction of scientific meth- 
ods. 

In addition to these industries, re- 
ports were secured from exhibitors 
selling to a large variety of other 
fields. ‘These were used to compile 
overall averages. It will be noted 
that these overall averages differ very 
little from the combined averages for 
the fields selected as typical. 

In analyzing the many hundreds of 
returns, a separate analysis was made 
also of viewpoints of “large exhibi- 
tors’—companies who participate in 
shows extensively with sizeable ex- 
hibits. Reason for this is that this 
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type of company has a tendency to 
guide much of the thinking in con- 
nection with most show manage- 
ments. 

Surprising in the returns was the 
small percentage of companies who 
indicated that they participated in no 
shows whatsoever—only about 2% of 
total. It should be remembered in 
this connection, however, that no at- 
tempt was made to questionnaire 
companies doing a purely local or 
regional business. Actually, respond- 
ents were derived from the list of 
companies advertising in trade and 
business publications serving the vari- 
ous fields. 

Type of company that forms the 
backbone of local shows — manufac- 
turer who does a local business, local 
distributor or dealer, etc.—is not cov- 
ered by this present study. 


Question and answer style has 
been used to develop this and the 
articles to follow. It lends itself well 
to interpretation of figures obtained 
through questionnaires. 

Subsequent articles will deal with 
relationship and value to shows of 
technical and convention sessions ; 
general questions of attendance con- 
trol, admission charges, use of invita- 
tions, admission of the public; show 
hour preferences; preference of ex- 
hibitors as to sponsorship of shows; 
reasons why exhibitors in various 
fields go into shows and why they 
don't; etc. 

Question: In how many shows does 
the average industrial company ex- 
hibit ? 

Answer: About one company out 
of five exhibits in from one to two 
shows a year; one out of every three 
exhibits in from three to five shows 
a year; and out of four exhibits 
in six to 10 shows a year; and another 
one out of four in over 10 shows a 
year. About the only thing that you 
can say is that few industrial com- 
panies exhibit in less than one show 
per year or in none at all, unless their 
business is entirely local in character. 

Question: Is there any difference 
between companies in different in- 
dustrial fields? 


Answer: There is a decided differ- 


(continued on page 90) 


THE AUTHOR 


Athel F. Denham’s intimate knowledge of 
exposition and convention problems is a re- 
sult of more than 17 years of directing 
exhibit and attendance promotion for in- 
dustrial and trade shows and conventions. 
During that time he has handled promotion 
for all of American Society of Tool Engi- 
neers’ expositions except one. Other exposi- 
tions include the National Office Manage- 
ment Association’s Office Machinery and 
Equipment Exposition. Currently working on 
development of shows scheduled for Los 
Angeles, Toronto, Philadelphia, Chicago and 


Atlanta, Denh has 


fully coped with 


show and convention problems in New York, 
Detroit, Montreal, Cleveland and St. Louis. 
He has served as advertising and promotion 
counsel to the National Association of Exhibit Managers. 

Show Promotions, Inc., was formed in 1953 to take over the growing 
show promotion activities previously handled by Denham & Company, 
industrial advertising and public relations agency, founded by Denham 


in 1935. 
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TABLE |! TABLE Ii 


Number of Shows Used Per Year Number of Shows Per Year Used 
(All Companies Checked) (Large Exhibitors) 


Less than] 1-2 3-5 6-10 Over 10 Less than! 1-2 3-5 6-10 Over 10 
Chemical 6% 21% 2% . 1% Chemical ... 36% 29% 
Metalworking . 12% Mg lee Metalworking ..... 29% 23% 
Office Equipment * 146% 27% 41% Office Equipment .. ? ° 
Medical .. * 14% 27% 56% Medical .......... 7% 10% 
Electronic 2% 57% 19% 9% Electronic } * 22% 
3%, 31% 24% 24% /, 22% 19% 


* Less than 2% of companies checked * Less than 2% of companies checked 
** Includes other fields also ** Includes other fields also 


TABLE Ill 


Types of Shows Now Used by Exhibitors 


National Regional Local National Regional Local 
Chemical 74%, 19% 7% Medical 55% 28% 17% 
Metalworking 73%, 18% 9% Electronic ..... 62% 29%, 9% 
Office Equipment 52% 26% 22% aie Se rae Sa 62% 24%, 13% 


Show Preference 


TABLE IV (All Exhibitors) TABLE IV-A (Large Exhibitors) 
National Regional Local (No Preference) National Regional Local (No Preference) 
Chemical * * 13% 93%, 
Metalworking 3% 3% 22% 84%, 
Office Equipment 10% 5% 10% 95% 
Medical 13% ag 6% 80%, 
Electronic 19% * 4%, 67%, 
All** 10% 1% 10% 86%, 


* Less than 2% of companies checked ** Includes other fields also 


Number of Shows Desired Show Rotation 


TABLE V TABLE-V-A TABLE VI 


What °%/, of All What % of LARGE Large 
Exhibitors Want Exhibitors Want Companies 


More OK as Fewer More OK as Fewer In Favor Opposed in Favor 

Shows is Shows Shows is Shows Chemical .. 72% 28% 72% 

Chemical . 15% 38% 47% . 75% Metalworking . 91% 9% 90% 

rai i3S% > eH 42%... 10% 39% Office Equipment 86%, 14% 100% 
Office Equipment nt Be ae 5% 74%, e a ° e 
Medical... 6% 10% 7% 2% 20% yoga ee % Min 
Electronic 29%, 35%, 36%, 22%, 78% Electronic 63 To 37 %o 100 “% 
23% 27% 50% 9% 1%, All** ea. 21% 86%, 


* Less than 2% of companies checked * Less than 2% of companies checked 
** Includes other fields also ** includes other fields also 


TABLE Vil 


Desired Time-Lapse Between Shows 


ALL EXHIBITORS LARGE EXHIBITORS 
Less than 1 2 Over Less than 1 2 Over 
1 Year Year 2 Years 1 Year Year Years 2 Years 


Chemical ; 5% /o nd 
Metalworking 19% fo / 6% 
Office Equipment 4 * - 
Medical - 

Electronic ° 

All** * 


* Less than 2% of companies checked ** Includes other fieids also 
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CLARENCE CONGO. 
LEUM, theme 
used by Congoleum-Nairn, 
demonstrates typical use 
of theater techniques in 


character 


business meetings. 


What You Can Learn from the Theater 


When is your audience at low ebb during a parley? How 


does dramatization help a meeting? What kind of rehear- 


sals are necessary? What shouldn't you do at meetings? 


Canny sales executives are putting 
new zip into their sales meetings by 
giving them box-office appeal, and 
eliminating box-lunch monotony. 

More and more company meetings 
take advantage of theatrical values to 
get their messages over and keep the 
“house” buzzing with interest. Fewer 
and fewer rely on the dusty old 
formula of five pep-talks and seven 
jokes—that keep the audience snooz- 
ing with boredom. 

This wedding of theatre and the 
business meeting is a logical one. 


Like Broadway Show 


Meetings are theater, in many 
ways. They involve the same two 
principal elements: performers and 
audience. Like any Broadway show, 
they present problems in audience at- 
tention, interest and retention. And, 
like a Broadway show, they need 
pace, timing and drama to capture 
and hold the audience. 

At a recent two-day meeting for 
business executives held by Dartnell 


Corp., an audience of 164 watched 
while the new concept of meeting 
management was explained and 
demonstrated. ‘How to Chart Au- 
dience Attention ;” “How to Develop 
Program lIdeas;” “How to Use 
Dramatization Effectively;” and 
“How to Create Audience Climate” 
were some of the subjects covered. 
Pounded home again and again 
during the two-day meeting was the 
importance of a scientific, organized 
approach to the meeting problem. 
Opening the program, Theatre 
For Industry’s president, Ira 
Mosher, told the group, “The com- 
pany meeting has become increasingly 
important as a communications 
medium for industry. Its growing 
importance brings growing responsi- 
bility in areas of staffing, planning 
and producing. One of the most 
valuable, single impressions we can 
make on you here is the impression 
that meeting management, to be suc- 
cessful, requires thoughtful personnel 
selection, budgeting and direction 
from start to finish, just as space ad- 
vertising and other established sales 


promotional media do.”’ 

Then the audience was told that 
there are two basic types of meet- 
ings: theater and group. The theater 
meeting (and sales meetings are most 
typical of this category) was illus- 
trated by use of a pitchman shouting, 
“Tell ya what I’m gonna do!”” The 
group meeting (most foreman, super- 
visory and stockholder meetings are 
group-type meetings) was illustrated 
with use of a cracker-barrel philoso- 
pher suggesting, “Mebbe we could 
do this.” 

Difference, of course, is in amount 
of audience participation. Most sales 
meetings, particularly large ones, 
allow little. Most foremen’s meetings 
require it. 


Emphasis on Technique 


Because the theater-type meeting is 
so common, emphasis during the 
Dartnell conclave was on _theater- 
meeting techniques. Out of the two- 
day session came these highlights: 

You can predict high and low 
periods in audience interest with al- 
most mathematical certainty, and 
erase low spots using proved tech- 
niques. 

The audience was shown a chart 
illustrating high and low periods of 
audience attention, which showed 
that when the meeting opens, atten- 

(continued on page 97} 
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Camera crews play ‘“‘leapfrog”’ 
to film Mobilgas Economy Run 


Entrants in the annual Mobilgas Economy Run 
won't stop for pictures. So to cover this event for 
General Petroleum Corporation, camera crews 
of the Cate and McGlone movie production 
company “leapfrog” each other with their Cine- 
Kodak Specicl Cameras mounted on top of 
station wagons. 

Rough roads, dust, and blizzards make excit- 
ing movies. But they also make this contest just 
as grueling for the cameras as for the cars. “The 
best cameras we have found for the job,” T. W. 
Cate reports, “are Cine-Kodak Specials. They 
ore rugged and versatile. And the extra film 
magazines mean that they are always ready 
to shoot.” 

General Petroleum uses movies to accelerate 
public excitement surrounding this famous Econ- 
omy Run. They also deliver extra mileage for 
Mobilgas product promotions. Perhaps you, too, 
can profit from movies made with a Cine-Kodak 
Specicl Camera. 


How Friden proved ‘‘who done it’’ 


Part 461B in an experimental model of a Friden 
Calculating Machine was making mistakes. But 
no one knew why, because it traveled much too 
fast for the eye to follow. 

Friden solved this problem with a Kodak High 
Speed Camera. Every phase of the miscalcula- 
tion was photographed and screened at less 
than 1/300th of its original speed. The movies 
clearly showed that part 461B was not guilty at 
all—the culprit was a part that brushed it! 

This is just one example, says Friden, of how 
high-speed photography has eliminated much 
wasteful trial-and-error research. Can it cut 
your research costs, too? 


‘The Best Home Buys 
Before Your Eyes”’ 


With this slogan and six Kodak Pony 828 Cam- 
eras, John T. Nothnagle of Rochester, N. Y., has 
mushroomed his copyrighted “Gallery of Homes” 
from a $400,000 real estate business in 1949 to 7 
galleries in 6 cities and $8,000,000 Rochester 
gross in 1954. 

Nothnagle analyzed the tremendous waste in 
driving prospects from house to house, over a 
period of days and weeks. So now he offers an 
eye-catching picture gallery of every property 
offered. The actual homes are shown only after 
the prospect has narrowed his photo selection. 

This super-market opproach to real estate 
selling has been so successful that Nothnagle is 
now franchising his idea to leading real estate 
brokers in other cities. Can photography be your 
short cut to success, too? 
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Getting workers to THINK safety... 


Clark Equipment Company does it with movies 


Safe working methods boost employee mo- 
rale and save dollars for the employer. But 
many workers resist safety training like 
schoolboys shying from dancing lessons. 
The Clark Equipment Company, how- 
ever, has found the answer. Their 25-minute 
movie, “Safety Saves,’ teaches safety pro- 
cedures to users of Clark lift trucks and 
other materials-handling equipment. Dra- 
matic and entertaining, the film teaches 
more than basic safety techniques. It stimu- 
lates the workers to think in terms of safety. 


Selling ability, too 

The movie is part of a mobile training school 
on the use and maintenance of the com- 
pany’s equipment. The school is transported 
all over the country by trailer truck as a 
service to Clark Equipment Company cus- 
tomers. It pays off handsomely as a sales 
stimulant and good-will builder, too. 

Since this “school on wheels” is packed 
and unpacked in a hurry, Clark must use 
movie projectors that combine simplicity 
and ruggedness. To meet these specifica- 
tions with projectors that also deliver superb 


NAME 


sound and visual reproduction, Paul King 
of Krum’s Audio-Visual in Battle Creek, 
Michigan, recommended Kodascope Pag- 
eant Sound Projectors. Here’s why: 


Pageants never need oiling 
Only Pageant Projectors ar. pe:imanently 
pre-lubricated to by-pass the common 
trouble spot of improper oiling. To Clark, 
this means worry-free projection on the 
road, where repairs are usually impossible. 
And thanks to the versatility of the sound 
mechanisms, Clark is able to use Pageant 
amplifiers and speakers as a public-address 
system during non-film poriions, eliminating 
the need for special extra equipment. 

The rugged dependability of Pageant Pro- 
jectors makes them ideal for industrial use. 
There are 6 models to choose from, and 
prices start at $425 (subject to change with- 
out notice). Think over your own selling and 
training problems—chances are that movies 
can help solve them easily and effectively. 

Ask your Kodak Audio-Visual Dealer for 
a free demonstration. No obligation. Or 
mail the coupon for full details. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
Please send me the name of nearest Kodak Audio-Visual Dealer and complete information on 
equipment checked: [[] Kodascope Pageant 16mm. Sound Projectors [_] Cine-Kodak Speiial i 
Camera [_] Kodak High Speed Camera [_] Kodak Miniature Cameras 
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SURROUNDED BY LOOT: 
This is what she was given at 
just one-third of the booths 
at the Bottlers Show before 
her shopping bag gave out. 


Trends in Trade Show Giveaways 


Visitors couldn't possibly carry home all the material of- 
fered to them at trade shows. Exhibitors would enjoy better 
response if they stimulated literature requests rather than 
hand out a flood of material that is not read by recipients. 


BY EILEEN ARIE © Assistant to the Editor 


Giveaway trends at_ industrial 
shows have not caught up with trade 
shows. While many industrial show 
exhibitors now offer request cards for 
literature, trade show exhibitors 
seem determined to pile visitors sky 
high with their promotional litera- 
ture. 

Put in the squeeze of increased 
costs to produce good literature, in- 
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dustrial exhibitors are learning that 
they save money and make more im- 
pact by mailing literature to show 
visitors who take the trouble to fill 
in request cards at exhibit booths. 
In addition to money saving, indus- 
trial exhibitors have two other bene- 
fits of major importance: request 
cards provide names of interested 
people; visitors are not burdened 


with bulky literature on their rounds 
of the show. 

Trade show exhibitors have not 
traded on the experience of their in- 
dustrial counterparts — as far as 
literature distribution is concerned— 
and hundreds of pamphlets, booklets 
and novelties are still handed out in 
profusion. Those truly interested in 
products on display at a trade show 
can get bogged down quickly with 
giveaways which often never get 
home. Monies spent for these give- 
aways often are literally thrown 
away—on the show floor. Tons of 
literature are left behind in_ hotel 
rooms each year. 

To get first-hand impressions of 
what a trade show visitor might be 
subjected to—giveaway-wise——-I went 
to the American Bottlers of Car- 
bonated Beverages show, Philadel- 
phia. Intent upon picking up every- 
thing offered me (had to create a 
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Most UNUSUAL Experience You'll Ever Have 
“SHOW for SHOWS” 


a revolutionary approach to exhibiting problems 


MARCH 8, 9 and 10, 1955 

69th Regiment Armory 

26th & Lexington Ave. 
New York, N. Y. 


WHAT YOU CAN LEARN 
IF YOU ARE A.... 


@ Sales Manager 


How your exhibit can stimulate more 


For the first time you will be able to see a 

complete exhibition of new techniques and ideas 

to make your company’s exhibits more productive. Unbridled 
imagination has been applied to the display medium to show you 


sales. 


Advertising Manager 

What techniques to use to implement 
your objectives. 

Promotion Manager 

Which ideas to apply to your current 
program. 

Agency Executive 


How the exhibit medium can 
serve your clients. 


better 


Show Manager 

How to apply new techniques to im- 
prove your show. 

Auditorium Manager 

Striking floor layout for more efficiency. 
Exhibit Builder 

How cubic content may be utilized in 
booth display. 

Show Contractor 


Latest trends in 
operation. 


show planning and 


how you can make more efficient use of your trade show space. 
SHOW for SHOWS has been designed to capture the newness 
of exhibit methods to match today’s sales and advertising ob- 
jectives., 


Whether your company participates in one or 101 trade or in- 
dustrial shows, you owe it to yourself and your company to be in 
attendance at this unique event. Just one of the hundreds of new 
ideas you will find will more than compensate for your time. 


Complete Program in Conjunction with SHOW for SHOWS 


Based on a study of current interest and problems, a three-day 
program has been planned by Exhibitors Advisory Council to 
give you best ideas on: 


Selecting the Show 

Manning the Booth 

Show Audits 

Evaluating Your Own Results 
Sales Meetings Techniques 
Closed-Circuit TV 


Live Talent Shows 

Traveling Shows 

How to Plan an Exhibit Budget 
How to Reuse Exhibits 

How to Buy Displays 

Use of Cubic Content 
Lighting and Animation 


Free Admission to SHOW for SHOWS by registration. 


companies. 


SHOW for SHOWS sponsored by Exhibitors Advisory Council. 


Exhibitors Advisory Council is a 29 year old non-profit fact-finding organization composed of indus- 


trial, trade and professional show exhibitors, show managers, display builders and exposition service 


For further information on the Clinic or 


Exhibition write to Exhibitors Advisory Council, 39-41 Cortlandt Street, Suite 1200, 
New York 7, N. Y. 
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limit when a sales manager offered 
one of his less enthusiastic salesmen), 
I planned to stop at every booth at 
the show. Naively, I took along two 
file folders in which to carry the ma- 
terial | expected ‘to collect. 

First thing offered me as I stepped 
inside the hall were two big 200-page 
magazines which outclassed my file 
folders in breadth. Strolling along 
the show aisles I picked up many and 
sundry pieces of ‘iterature, a few 
novelties and then was handed a 
cardboard ice bucket. I was tempted 
to leave it there—pretending I had 
never received it—when a kind man 
in the booth, seeing my predicament, 
pushed in the bottom of the bucket 
and folded it so that I could carry it 
under my arm. 

A few more booths along the color- 
ful exhibit route, another kind gentle- 
man suggested that I stop over at 
the Poliak & Schwarz exhibit, be- 
cause “they are giving away shop- 
ping bags and you look as though you 
need one.”’ I was never so glad to see 
a shopping bag before and will have 
a warm spot in my heart always for 
Messrs. Poliak and Schwarz. 

After visiting but 65 booths out of 
the show’s 216 (a mere 30%), my 
shopping bag was bursting at the 
seams and my arms were about to 
leave their sockets. It was simply a 


case of get out or get a pack mule, 
and the latter is hard to come by un- 
less you're at a state or county fair. 


Results 


Arriving back at the office, I 
dumped on the editor’s desk: 23 
pamphlets, 15 four-page flyers, 14 
two-page flyers, 13 ad reprints, 10 
one-page flyers, 10 catalog sheets, 
nine large booklets (over eight 
pages), nine promotional pieces that 
fit over the head of a bottle, six edi- 
torial reprints, five order sheets, three 
postcards, two return postcards (only 
ones I could find with which a visi- 
tor could request that literature be 
mailed instead of carried), two cards 
—to be filled in for prizes, two 
broadsides, one window sign, one 
large cardboard bottle cap, and 27 
novelties ranging from key chains to 
a sponge. (And along with this hoard 
I was tempted to add my resignation 
for less burdensome chores of a mail 
carrier. ) 

Thumbing through my collection 
of literature, I found that just about 
every piece was packed with selling 
messages and only 5% contained any 
institutional copy. Strange as it may 
seem in this day and age, only 759% 
of the material listed company ad- 
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dresses and only 15% listed tele- 
phone numbers. It seemed incon- 
sistent that heavy “sell” should not 
be accompanied by “where to buy,” 
unless exhibitors expected all sales to 
be consummated at their booths. 
Branch office addresses were listed by 
1% and 4% listed names of cities in 
which they have branch offices. 

Prices in print were conspicuous by 
their absence in many promotional 
pieces. Only 14% of product litera- 
ture listed prices. 

Literature elegance (or lack of it) 
ran the complete range. <A fast 
check showed photographs were used 
in 68% of pieces and drawings in 
37% (some literature utilizing both). 

When it came to listing product 
specifications, 29% listed complete 
rundowns on their products, 13% of- 
fered abbreviated specifications and 
9% provided short descriptions of the 
product in question. 

It would be next to impossible to 
ascribe an “average” to the pile of 
literature I collected. Sizes, appear- 
ances and content are sufficiently 
varied to defy you to determine what 
an “average” piece of show literature 
might be—even at this one show. 

For example, Mold-Craft, Inc., 
manufacturers of three-dimensional 
figures, handed out a 16-page booklet 
in four colors and black and white. 
In addition, Mold-Craft distributed 
two four-page black-and-white flyers 
and a one-color broadside. 

Westfield Sheet Metal Works, 
Inc. handed out matches, along with 
an 18-page booklet, two colors, and 
with an expensive cover. From Sol- 
vay Process Division. of Allied 
Chemical & Dye Corp., I received a 
Bridge score pad, Canasta score pad, 
eyeglass cleaners and matches. Goody 
Root Beer gave me a pencil, a but- 
ton and a balloon. The Sugar Insti- 
tute handed out many ad reprints, a 
few booklets and a calorie counter, 
while Limex Corp. offered a ruler— 
one side of which was “to measure 
smiles’ —and a telephone dialer. For 
those booth visitors who have trouble 
with chapped hands, American Parti- 
tion Co. gave away hand lotion along 
with its booklet. And, for those 
people who don’t like paper calen- 
ders, a glass manufacturer gave out 
bottles with a calender running 
around its middle. 

All of the novelties were labeled 
with company names and eight were 
really novel. The cleverest item I 
picked up was a piece of paper with 
instructions to immerse it in water, 
at which time it would turn into a 
sponge. This I did not believe and 
promptly tested. Sure enough, it rose 
almost a half-inch and clearly visible 
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was the message, “Expand your sales 
with Lucky Club.” About 22 of the 
novelties were useful and five had 
special retention value. Product tie-in 
was evidence with only seyen. 

In addition to those already men- 
tioned, my loot included a combina- 
tion key chain, window scraper and 
coin holder, courtesy of Keenline 
Equipment Corp.; another ruler 
from Frontier Manufacturing Co.; 
a billfold with a piece of gold foil so 
that you could enscribe your name 
on it from Lucky Club Co.; bottle 
caps, bottle openers, pencils, and 
enough matches to keep my cigarettes 
lit for months. 

Had I been a show visitor intent 
on learning about products on dis- 
play, I don’t believe it would have 
been humanly possible to carry home 
all the material that was offered by 
manufacturers at the Bottlers’ Show. 


Bottlers Show 


Of course, all industrial exhibitors 
have not learned that promiscuous 
distribution of literature is not the 
wisest course. To check against my 
experience at the Bottlers Show, an- 
other staff member made the com- 
plete circuit of booths at the 21st 
Annual National Power Show, 
Philadelphia. She returned with 854 
pieces of literature, but noted that 10 
times as many literature request cards 
were being used by exhibitors. 

At the Power Show, which had 
268 exhibitors, over 650 pieces of 
literature under eight pages were of- 
fered to visitors. Booklets of eight 
pages or more numbered 187, while 
expensive catalogs were given by 
seven companies. 

As might be expected, industrial 
show exhibitors are less inclined to 
use novelty giveaways than com- 
panies who participate in shows for 
dealers and wholesalers. Only eight 
different giveaways were noted at the 
Power Show. These included a key 
chain, tape measure, comb, can of 
lighter fluid, matches—from some 
half-dozen companies—cork coasters, 
eyeglass cleaners and pencils. 

It might very well be a rude 
awakening for exhibitors should they 
ever key their literature and keep 
track of inquiry response stimulated 
by it. My guess is that a minute 
percentage of return would be noted 
for literature handed out indiscrimi- 
nately at a show, while a relatively 
high percentage of return would ac- 
crue to literature mailed upon re- 
quest at a booth. That's why it pays 


to stimulate literature requests. 
The End 
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FOR HIGHLY SUCCESSFUL SALES MEETINGS 


if nigh port inn 


in Pennsylvania’s Pocono Mountains 


GOOD REASONS TO SELECT A RESORT SITE 
FOR YOUR MEETING: 


. No parking problems 4. Everything under one roof: meeting 
rooms, exhibit space, dining rooms, 
bed rooms, etc. 

5. Plenty of recreational facilities for 

- No big city distractions relaxation after ‘‘business hours"’. 


. Assured attendance because of 
vacation aspects 


SPECIAL LOW 


GROUP RATES! 
High Point Inn 
Mount Pocono 53, Pa. S | Ss 
Att. Mr. Chas. D. Geissinger, Managing-Owner i 
Please send me, at no obligation, your detailed brochure describing High Point Inn's . 


group meeting facilities. 
Our organization is planning a 


(function) 
on or about. and there will 


si hiqh point inn 


Mount Pocono 53, Pennsylvania 
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Tuesday Afternoon Session — September 21, 1954 
Gold Room, Jefferson Hotel 


Questions 


THE KEY TO NEW PROFITS 


GENERAL 


NF SERVICES 


ing the addition of new services? 


SELLING & PROMOTION 


make more sales? 


56. Are salesmen born or are they made? 


plant or in a large locker plant? 


salesmanship? 


it include other methods? 


SALES MANAGEMENT 


53. How can locker plant income be increased? 


54. What factors should be considered when contemplat- 


55. What is the first step chat must be taken in order to 


57. Is salesmanship more necessary in a small locker 


58. Exactly what, in ordinary locker plant terms, is 


59. Is salesmanship limited to personal selling or does 


ANSWERS TO QUESTIONS, supplied by panel, were filled in for future reference. 


No-Speech Convention 


Delegates take home a complete handbook for their busi- 
ness operations from this convention. They fill in facts on 
over 100 questions that are answered by panel experts. 


BY ROBERT L. MADEIRA 


Executive Secretary, National Frozen Food Locker Institute 


Cine of the things that most folks 
dislike about conventions is sitting 
through long-winded speeches. Often 
the “meat” of the speech could be pre- 
sented in a matter of a few minutes, 
but the listener must wade through 
thousands of words and long periods 
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of listening to obtain this informa- 
tion. Recognizing this basic com 
plaint about conventions and also the 
psychological fact that people “like to 
get into the act,” the committee plan- 
ning the 1954 National Frozen Food 
Locker Convention, Elizabethtown, 


Pa. decided to try a totally new ex- 
periment in meeting operation. It 
planned a convention at which there 
would be no speeches. 

In past conventions, it had been 
customary to have a keynote speech 
in which conventioneers were told 
what the convention theme was and 
what to expect from various sessions 
that were scheduled. In order to get 
across the same basic information in 
the opening session of the ‘54 con- 
vention, a color sound-slide film was 
produced. This film ran approxi- 
mately 10 minutes and made a con- 
cise and effective presentation of the 
keynote theme. 

All remaining sessions of the con- 
vention, with exception of closing 
session, were set up on a panel-dis- 
cussion plan. A panel of eight ex- 
perts, chosen weeks in advance of the 
convention, and chairmanned by an 
outstanding industry leader, sat at 
the head table—well equipped with 
many microphones. Several micro- 
phones were placed in the aisles of 
the meeting room to facilitate audi- 
ence participation in discussions. 

To give definite guidance and di- 
rection to each panel discussion meet- 
ing, a convention handbook was pre- 
pared in which a series of questions 
was printed. Thirty-five to 40 ques- 
tions were listed for each session. In- 
cluded were such topics as financial 
management, personnel management, 
plant management, sales management 
and freezer food plan. Under each 
topic, pertinent questions pertaining 
to that topic were listed. Plenty of 
white space was available beside each 
question so that conventioneers could 
write in answers to questions and 
make other notations. 

Questions for each session were 
grouped in clusters of five or six, each 
group dealing with some phase of the 
subject under discussion. A great 
deal of time and effort went into 
preparation of questions which, if 
properly answered, would result in 
the presentation of much valuable in- 
formation in which every conven- 
tioneer would be interested. The 
handbook could then be taken home 
and would provide a valuable source 
of practical information for future 
reference. 

In operating the panel discussion, 
the chairman simply stated the first 
printed question and then turned to a 
panel member who was prepared to 
answer the question. Each panel 
member was alerted ahead of time 
that he would be expected to give an 
answer to certain questions. At the 
end of each group of questions which 
dealt with a certain topic, the chair- 
man asked if there were any questions 
from folks in the audience. It seemed 
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that there always were questions and 
further comments from the audience 
so that a lively and interesting dis- 
cussion resulted. By devoting each 
session to certain phases of material 
being covered at the convention, and 
by permitting audience participation, 
everyone not only got into the act 
but also received a great deal of good, 
sound, solid information, presented in 
direct discussion form. 

Realizing the danger that exists in 
a panel discussion type of meeting 
from long-winded members of the 
audience or panel—who like to hear 
themselves talk — the committee 
created a “mystery voice.” This 
mystery voice was actually a member 
of the industry who was well 
equipped with a thorough knowledge 
of the subjects being discussed and a 
sense of humor. If any single in- 
dividual’s remarks became _ too 
lengthy, the mystery voice would 
interrupt in a kindly way and remind 
the speaker that this was a no-speech 
convention. By remaining in the 
background and not dominating the 
meetings too greatly, and by injecting 
a bit of timely humor, mystery voice 
added greatly to the overall eftective- 
ness of the no-speech convention. The 
very fact that each person who par- 
ticipated in discussions knew that the 
mystery voice was there seemed to be 
a constant prod to keep remarks brief 
and to the point. Naturally, the 
mystery voice was not visible to the 
audience. He was located in the 
sound engineer’s booth (which 
doubles as a projection room) on the 
balcony of the ballroom where meet- 
ings were held. He could easily see 
the entire room from his vantage 
point without being seen. 

A ladies’ program was held across 
the street from the convention hotel, 
conducted by Mrs. Marianne Wolf. 
Her subject was “The Feminine 
Touch in the Locker Business.” In 
order to gain effective background 
material, she handed easy-to-fill-out 
questionnaires at the start of the 
meeting. By collecting them just be- 
fore her presentation and_ rapidly 
summarizing them, she was able to 
lead an effective discussion. 

There were approximately 1,400 
registrants at the convention and 
many sessions were attended by 1,000 
people or more. Convention also 
included nearly 90 commercial ex- 
hibits, and both exhibitors and frozen 
food locker folks alike hailed the no- 
speech convention enthusiastically. 
We have received scores of letters 
from operators all over the country 
to express their enthusiastic endorse- 
ment of this no-speech technique. 


The End 
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FLORIDA’S MOST COMPLETE 
FACILITIES 


4 Meeting Rooms: Main room accommo- 
dates up to 500. Three smaller rooms 
for pit: seat up to 150 people. 

Banquets: For groups up to 500. Smaller 
informal dining rooms. 

Accommodations: 650 villas accommodat- 
ing from 1 to 8 persons each. Living 
rooms, bedrooms, tiled baths and kitch- 
ens all for the price of a hotel room. 
Wives and families invited. 

Activities: Private Ellinor Village Country 
Club. Golf. Tennis. Swimming pool. 
Riding academy. Private ocean beach. 
Sightseeing and recreational trips. 

Transportation: Direct airline, railroad and 
bus service. Charter buses, taxies, limou- 
sines, and rental cars. 

No Tipping Required From Conventioneers 


eC. W. De Coudres 
WRITE MANAGING DIRECTOR 


FOR e Ellinor Village 


P.O. BOX 1471 


re. Ge B DETAILS Daytona Beach, 
Recreational Florida 


Activities 


e Chicago Office: monawk 4.5100 


a 


ELLINOR VILLAGE 
DAYTONA BEACH Florida 


ee 


SHORT SALES MEETING possible because of pre-planning that goes into sessions. 


FIFTEEN MINUTES of meeting goes into review of product material outlined in kits. 


30-Minute Sales Meeting 


Littelfuse, Inc., boils down its annual sessions to half hour 
because it pre-tests all the ideas and products it plans to 
introduce to its representatives. During 30-minute session, 
company introduces new products, tells how to sell them. 


26 


“We have never had a sales meet- 
ing that lasted more than 30 min- 
utes!” 

That’s one reason for the success 
of sales meetings conducted by 
Littelfuse, Inc. of Des Plaines, IIl., 
according to Jack D. Hughes, vice- 
president and operations general 
manager for the firm, one of the na- 
tion’s largest fuse manufacturers. 

Brevity of presentation without 
sacrifice of content distinguish the 
sales meetings that have been pre 
sented yearly by Littelfuse for its 60 
sales representatives located through- 
out the United States. 

“We're able to tell our story in 
that length of time largely because of 
the pre-planning that goes into the 
sessions,” Hughes explains. 

“We have two objectives at these 
meetings,” he continues, “one is to 
introduce new products in our fuse 
line and the other is to spell out the 
best means by which they can be 
sold.” 

Reason these two goals can be 
achieved within a modest 30-minute 
period is because Littelfuse officials 
know exactly what they want to say 
to both points prior to the meeting. 
“We pre-test our new products in the 
field before we introduce them to 
our representatives and make them a 
regular part of our fuse line,” 
Hughes explains. 


Samples Tested 


Months before the actual meeting 
and long before field representatives 
of Littelfuse have heard about them, 
samples of the new products are 
taken to dozens of potential cus- 
tomers in order to get their reactions. 

“We pay scrupulous attention to 
every comment, criticism and _ re- 
action to these initial introductions of 
our new products,” Hughes says. 
“Later, at an evaluation conference, 
we try to plot our course of sales 
action. If there is any resistance to 
one of the items in our line, we at- 
tempt to find the reasons for it. If 
they appear valid, we may drop the 
item completely.” 

A typical example of a field-tested 
item is the firm’s “One-call kit,” in- 
troduced in 1951. This kit was sug- 
gested as a needed and saleable item 
for the end-user, the serviceman. It 
contained sufficient fuses for him to 
handle virtually every situation he 
might encounter on the average call. 

“We showed this special kit to 
dozens of servicemen in their shops 
in different cities throughout the 
country. From many, we had en- 
thusiastic acceptance. They assured 
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RRO-Sa7t 


THE NEW All-Purpose 
Display Background 


For Trade and Hotel Shows, Product Promotions, a 
Window o: Interior Displays, Sales Meetings A 


means °4.5 °°, 


PHILIP MORRIS cated For . CORRO-Si 


Says Colonel J. M. Cahn, Philip Morris Director of Military Sales: ”...not only 
lasted for the first two weeks but covered all 98 performances... easy to 
assemble...excellent background...we here at Philip Morris wanted to say, 
‘Thank you’ for creating the ‘Corro-Set’.” 


and sell any product...any service 


DISPLAY DIVISION, Dept. SM-I 
CORRO-S:7? GIBRALTAR CORRUGATED PAPER CO., 


3 Entin Road, Clifton, New Jersey 
WEIGHT: 37 pounds (] Enclosed find check for $ 


DISPLAY DIVISION including packing case CORRO-SET Display Backgrounds rom "$45.00 each 


(Shipped Railway Express unless otherwise speci- 


e fied. F.0.B. Clifton, N. J.) 

G i  vrealear % SIZE: 7 fi x 1110 ( Send me the new illustrated CORRO-SET Brochure 
ee ars Beautiful pastel blue Name___ dein i Pames 

CORRUGATED PAPER COMPANY, INC. 


e 
Set up in minutes Compeny___— 


without tools Address 


3 Entin Road, Clifton, New Jersey 
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IS ANYBODY | 
LISTENING? 


To make a meeting audience 
sit up and listen takes sound 
planning plus creative think- 


ing. 


It takes special skills with 
dramatic techniques 
visual presentations : 
speech-writng . . . stage 
methods program de- 
velopment. 


It takes a unique combination 
of hard-headed business judg- 
ment and an appreciation of 
proved group-communication 
techniques. 


Theatre for Industry offers 
that combination. 


Companies and associations 
with a wide range of meeting 
and budget requirements call 
on Theatre for Industry to 
put professional zip in their 
meetings. 


For some, we take over the 
whole show from first draft to 
final curtain. Others ask for 
help only with their speech. 
writing chores. Some want our 
professional speaker-coaching 
and no more. 


We're equipped to do the 
whole job—or any phase of it. 


If you'd like to take a look at 
the things we’ve done for 
other organizations, send for 
our “Idea Library”. It’s a col- 
lection of case histories that 
show how we've solved meet- 
ing problems for other com- 
panies. 


Write for the “Idea Library” 
today. It gives you an idea of 
what we can do to make your 
meeting audience sit up and 
listen. 


Theatre for Industry 


Ira Mosher Associates, Inc. 
10 Rockefeller Plaza 


New York 20, N. Y. Circle 7-5888 


us that they’d purchase these kits 
from their suppliers when national 
distribution of them began. Others 
pointed out features of the kit which 
they disapproved of and suggested 
changes of one type or another. 

“We then showed our experi- 
mental kit to jobbers and obtained 
their reaction to its fuse contents and 
sales possibilities. Finally, we con- 
fronted a select group of our field 
representatives with the kit. Some 
liked it immediately; others objected 
to various facets of its selection. 

“The greatest help to our sales 
program came from those servicemen, 
jobbers and representatives who care- 
fully explained their various ob- 
jections to it,” Hughes says. “In so 
doing, they fortified us with a list of 
weaknesses which we surmounted be- 
fore introducing the new product.” 

Armed with such material, it was 
relatively easy for Littelfuse to pre- 
sent its story at an abbreviated sales 
meeting. 


Men Welcomed 


The Littelfuse sales meetings, 
which are conducted either at the 
Des Plaines plant or in a Chicago 
hotel, begin with a brief but friendly 
word of welcome from top-level 
executives of the company. Both 
Thomas M. Blake, president of the 
firm, and E. V. Sundt, founder and 
chairman of the board of directors, 
greet the representatives. This takes 
about five minutes. 

Then, Herb Cornelius, sales mana- 
ger, passes out special kits that have 
been prepared for each representative. 
These kits contain the entire sales 
program and are the key to the con- 
densed sales meeting. They make it 
possible. For, in addition to product 
information, each kit contains the 
pertinent questions that arose during 
the field testing phase of the program 
as well as the answers to these ques- 
tions. In short, the kit contents 
spell out the complete sales campaign 
for the new products. 

For his portion of the sales meet- 
ing, Cornelius reviews material 
in the kit, pointing up salient 
features of the new products. He 
summarizes the sales approach, ana- 
lyzes objections, where they exist, 
and succinctly and rapidly presents 
the sales story for the new fuse 
products as outlined in the kits. This 
takes about 15 minutes. 

Final 10 minutes of the half-hou: 
meeting is handled by Jack D. 
Hughes. In this time period, he high- 
lights points covered by Cornelius 


and stimulates enthusiasm in the rep- 
resentatives to the sales potential 
awaiting them for the new Littelfuse 
products. 

The meeting is concluded with the 
presentation of special gifts to the at- 
tending representatives. Last year, 
for example, each member of the 
Littelfuse sales force was given a 
leather lecture note holder. 

“This year,” Hughes reveals, ‘we 
presented each representative with 
an attaché case for his use in carrying 
Littelfuse materials, including the 
sales kit and samples of many of our 
products. 

“We never compromise with price 
in our gifts,” he adds. “We always 
give something that is substantially 
expensive and which, we feel, our 
representatives will appreciate and 
take pride in using.” 

The 30-minute sales meeting is a 
blessing to the company’s 60 sales 
representatives and is unanimously 
approved by them. As John Crockett, 
Littelfuse’s representative in Texas 
and partner in the firm of Crockett- 
Lund & Co., Dallas, says, “An 
organized sales meeting of 30 min- 
utes enables Littelfuse to hold the 
attention of sales personnel magnetic- 
ally and effectively.” 

Jules J. Bressler, Union City, 
N. J.. who handles metropolitan 
New York and neighboring New 
Jersey sales for Littelfuse, is equally 
impressed with the form of the com- 
pany’s meetings. 


No Doubt 


“When I leave a Littelfuse sales 
meeting,” he says, “there’s no doubt 
in my mind where I have to go and 
what I have to tell my customers.” 

Basic concept of this type of sim- 
plified and direct sales program was 
observed by Jack Hughes during the 
several years he was with General 
Motors in Detroit. 

“The success of GM’s efforts in 
this area gave me a deep regard for 
the effectiveness of simplicity — in 
sales meetings as well as in advertis- 
ing,” he says. 

Littelfuse’s advertising, not in- 
cidentally, follows the same pattern 
as the company’s sales meetings, being 
characterized by dramatic art and 
brevity of copy, radical departures 
for most industrial advertisements. 

That Littelfuse’s sales meetings 
have proven successful as a vital sales 
tool for the firm’s representatives is 
graphically attested by the company’s 
steadily increasing growth and stat 
ure in the electronics industry. 

The End 
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‘Entire Convention Under One Roof 
aud, 
All Your Exhibits on One Floor 


PLANNED SINGLE FLOOR CONVENIENCE 


plelelela tele tele | 
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EXHIBIT SPACE .... over 40,000 square feet of air-conditioned exhibition space. 27 AIR CON- 
DITIONED MEETING ROOMS ..... accommodating from 10 to 2,000. EXCEPTIONAL BANQUET 
FACILITIES . . . for functions of any size. SUPERBLY SITUATED .. . near Marshall Field’s and the 
Merchandise Mart. in the heart of the theater district. 1501 REDECORATED, AIR CONDITIONED 
GUEST ROOMS... every room with radio, many with TV. WORLD FAMOUS RESTAURANTS. 
College Inn Porterhouse — tops in America for tender steaks. Well of the Sea — seafood flown in 
daily from both oceans. And for delicious food at modest prices — the Celtic Cafe, the Coffee Shop 
and the Snack Bar. DRIVE RIGHT INTO THE SHERMAN... the only hotel in Chicago that gives you _ 


this service. No waiting for busy doormen when you arrive—no waiting for delivery when you leave. 


For information phone, wire, or write Danny Amico, Director of Sales. 


SHERMAN — = 


CHICAGO’S MOST CONVENIENT HOTEL 


Randolph, Clark and La Salle Streets 
Telephone: Franklin 2-2100 
Teletype: CG 1387 
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Boom in Incentive Meetings 


Travel incentive contests doubling and tripling among 
large and small companies. Lure of luxury trips proves 
outstanding stimulus and tax benefits favor incentive 
conventions. Contest budgets go from $200 to $2 million. 


Travel is the “hottert” item in 
the field of sales incentives today, and 
incentive conventions are the fastest 
growing types of meetings. 

Sales management has discovered 
that nothing can be glamorized quite 
as well as a trip to luxury spot or 
exotic land. And, because Americans 
have become increasingly _ travel 
minded, the lure of a “trip of a life- 
time” has pushed sales of everything 
from cemetery lots and ice cream 
bars to chemicals and heavy machin- 
ery. 


Why Interest? 


It is obvious that stiffening com- 
petition increases management inter- 
est and use of incentive programs, 
but why the special interest in incen- 
tive meetings—where salesmen must 
quality to attend? Two big reasons: 

1. Further stimulation: When you 
have a captive audience of your best 
producers, you have an ideal time to 
introduce new products and discuss 
new sales plans. You provide an op- 
portunity for your best salesmen, 
wholesalers or dealers to gather to- 
gether to exchange their ideas and 
experiences. 

2. Tax benefits: If incentive tra- 
vel of groups include business ses- 
sions, it ceases to be a taxable item 
for individual participants. Thus, a 
winning salesman enjoys a luxury 
trip without having its value create 
a tax burden. (As an individual trip 
he would have to include his prize 
as income and pay tax on it.) 

One major disadvantage of a prize 
trip is that a star salesman is taken 
off the road for a week or two. This 
disadvantage lends more weight to an 
incentive convention because, while 
your best producers are away from 
the field, at least they are receiving 
valuable sales information, exchang- 
ing tips, and getting sales informa- 
tion that can be applied to their terri- 


Pictured travel promotion pieces courtesy 
Trans World Airlines (copyright, Preston 
Tolman). 


tories when they get back home. 

Experience shows that when a trip 
or its cash equivalent is offered in a 
contest, generally the incentive is di- 
luted. If a salesman accepts cash, it 
often goes into non-luxury channels. 
(He puts new shingles on his roof, 
pays off some bills, etc.) End uses of 
cash are seldom identified with a prize 
for better salesmanship and there is 
nothing to talk about after the money 
is spent. 

However, when a husband and 
wife take a trip to some luxurious 
resort or foreign land, they have 
something to remember and _ talk 
about for years. This adds additional 
stimulus to your next incentive con- 
test. (Mary Jones wants her hus- 
band to win a trip that Sally Adams 
had last year, and certainly Sally’s 
husband is no better salesman, Mary 
tells her hubbie. ) 

Unless your meeting is to be all 
business, make sure you plan to in- 
clude wives in your incentive trips. 
Many contests have fallen flat—have 
had many unpleasant repercussions— 
because wives had to sit home while 
their husbands basked on beaches of 
an exotic island—a trip for which 
the wives always longed. 


Wife Will Prod 


When a husband has an opportu- 
nity to get a trip for himself alone, 
instead of helping him, a wife has 
been known to nag him and taunt 
him about working hard just to leave 
her home. This friction has soured 
salesmen on contests with disasterous 
results for sales management. 

While it costs twice as much to in- 
clude wives on incentive trips, sales- 
men will work three times as hard 
under the wives’ prodding to be 
among the winners. 

One plan that sales managers have 
learned to stay away from is to have 
a salesman’s incentive trip fall dur- 
ing his regular vacation. Often sales- 
men have their own vacations plan- 
ned—‘‘We always visit Aunt Martha 
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in Great Barrington, Me.”—and do 
not want their private plans pre- 
empted by a prize trip. 

Objectives of incentive trips or in- 
centive meetings are many and varied, 
although all are related to increased 
sales. They include everything from 
moving slow models or selling the 
full line, to introducing a new model 
or creating new customers, 


Airlines Participate 


Until this year, travel incentives 
were comparatively few and spora- 
dic. As early as 1949, Eastern Air- 
lines booked incentive trips for appli- 
ance dealers who went to Miami 
Beach—all expenses paid—for top- 
ping sales quotas in a particularly soft 
market. Two years later, American 
Airlines developed complete “pack- 
ages”’ which it introduced to the sales 
incentive field. 

Soon every major airline developed 
its own travel incentive packages and 
resorts throughout the country joined 
the trend. Islands in the Caribbean, 
Hawaii and Mexico were “packaged” 
by airlines and steamship companies 
to appeal to sales management. 

But, while a volume of travel was 
handled on incentive plans, the trend 
did not become pronounced until 
1954. One major airline racked up 
a 75% increase in incentive trips for 
1954 over the previous year. An- 
other reports it sold one-third of its 
total incentive business over the past 
four years during the first six months 
of 1954. 

This apparent rush to use travel 
as sales incentive is not isolated. in 
airline statistics. Even companies that 
have specialized exclusively in mer- 
chandise incentive plans for many 
years now include travel prizes in 
their catalogs. Cappel, McDonald & 
Co., Dayton, estimates that 20% of 
its total business volume for 1954 
represents travel prizes. Its merchan- 
dise plans have not diminished in vol- 
ume but the big spurt in business has 
been in packaged tours which it intro- 
duced in its 1954 catalogs. 

Similarly, Belnap & ‘Thompson, 
Inc., Chicago, another major incen- 
tive merchandise house, estimates that 
1954— its first year in packaged-trip 
prizes—saw 20% to 25% of its total 
business accounted for in trips for 
salesmen and their wives. 

Most incentive trips and incentive 
conventions include wives. Everyone 
who has had experience with incentive 
programs acknowledges that the 
wives’ influence is the clincher that 
makes these programs pay off for 
sponsors. When the little woman gets 
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her heart set on a once-in-a-lifetime 
trip to an exotic land or a trip to a 
glamorous city a thousand miles or 
more away from home, her salesman 
husband doesn’t rest easily until he 
turns in the last ounce of sales effort. 

Some companies have scored success 
with qualifying incentive conventions 
that allow salesmen who almost make 
the grade for themselves and their 
wives to add their own cash to the 
points they have earned. This is the 
way it works: For each percentage of 
quota, a salesman receives points to- 
ward a luxury meeting trip for him- 
self and his wife. If the total num- 
ber of points to earn. the trip for two 
is 50,000 and he earns just 45,000 
points, he can take the trip by add- 
ing a cash equivalent. (He “buys” 
5,000 points so that he and his wife 
may be included in the convention 
party. To earn the trip himself and 
have to leave his wife behind would 
be hardly prudent.) Thus, manage- 
ment gets more people to further 
stimulate at its convention and wid- 
ens its contest to cover a larger per- 
centage of its “family.” 


Real Opportunity 


For individual salesmen who put 
out cash to take their wives along, 
it’s an excellent opportunity. For 
comparatively few dollars they can 
go on a trip that they might never 
have been able to afford otherwise. 
For the company it means nothing 
extra in expenditures because original 
contest points are figured on profit- 
ability of increased sales and points 
are earned only when extra sales are 
made. 

Management gets an extra break 
when it utilizes trips instead of cash 
for prizes. Trips cost the company 
less than their cash equivalents for 
similar trips if taken by salesmen on 
their own. All packaged tours cut 
costs to the bone. Hotels charge min- 
imum rates for a package and special 
prices are obtained for other items 
because of group purchase. 

Generally, packages are developed 
around a slow season when carriers 
can use the business and hotels can 
make better accommodations avail- 
able at minimum rates. 

Just about every carrier in the 
country, major resort or big-city hotel 
has numerous packaged trips for sales 
incentives. However, all packages 
can be tailor-made to any require- 
ments and usually are. Budget-wise, 
packages vary from three days at a 
famous hotel in a large city to a trip 
around the world. 


™ Philadelphia Story 


FOR CONVENTIONS AND MEETINGS BEGINS IN 


‘DRAKE Room 


The beautiful new Drake Room, air-conditioned and 
imaginatively designed and decorated by Dorothy Draper, 

is an efficient and uniaue new setting for con'entions, sales 
meetings and other group functions. Every wanted feature is 
here, including the most advanced acoustic and visual aids, 
scientifically planned lighting and other outstanding equipment 
for meetings and exhibits. 

In addition to the beautiful Drake Room, accommodating 

up to 600 persons, several smaller Draper-decorated rooms 
are available for groups of all sizes and, if your plans include 
luncheon or dinner, the Drake banquet staff has a reputation 
for distinguished cuisine. 

You are cordially invited to inspect the Drake's handsome 
new private function rooms, 


The I RAKE 


Spruce St. West of 15th, Philadelphia 
Kingsley 5-0100 


CHOOSE THE MAGNIFICENT 


HOTEL 


at Bretton Woods, New Hampshire 


AAs 
y v 


are contemplating a ci m ting we invite you to The Drake of 


Philadelphia with its é rnagnificent ballroom and meetings facilities 


Meetings enroute, particularly 
when traveling by boat, have been 
found practical and effective. Pan- 
ther Oil and Grease Manufacturing 
Co., Fort Worth, will incorporate 
20-minute sales meetings during its 
cruise between New Orleans and 
Havana aboard the S.S. Silver Star 
this month. Top professional talent 
will be on board to take part in meet- 
ings. Packaged by Todd Enterprises, 
New York City, Panther’s incentive 
meeting-trip will be used to announce 
still another sales contest by the com- 
pany. 

Listed as prime requisite by experi- 
enced incentive trip users is an ener- 
getic kick-off meeting. Most of the 
steam generated for any travel in- 
centive must be developed at an an- 
nouncement meeting. Best plan is to 
make it a dinner meeting at which 
wives are invited. Theme for the 
contest is dramatized as much as pos- 
sible at this opening meeting. 

You can get plenty of help for your 
announcement meeting from carriers, 
hotels and areas involved in your 
package. They have films, booklets, 
posters and other material to help 
glamorize your package. At least one 
airline has gone as far as to stage 
meetings in 73 cities for one company 
to help promote its contest. Local 
sales representatives of the airline set 
up the meetings and showed films, 
displayed costumes of an exotic land 
and passed out small souvenirs. 

Long before airlines created incen- 
tive packages, steamship companies 
were handling a volume of incentive 
and association meetings. In 1952, 
Furness Lines revealed that 17% of 
its total business eminated from in- 
centive trips and association con- 
claves. This figure has steadily risen. 

Originally, incentive trips and con- 
ventions were used by large com- 
panies primarily. Now, smaller com- 
panies, including many dealers, have 
added to the trend. Annual expendi- 
tures for all companies vary from 
$200 to $150,000 with the all-time 
high recorded by Philco Corp. when 
it paid the way for 8,000 dealers and 
wholesalers to a gala week in Atlan- 
tic City two years ago. The latter 
hit a reported $2 million but pro- 
duced substantial results. Dealers 
and wholesalers not only had to qual!- 
ify through sales, but were stimulated 
to buy $64 million in appliances at 
the incentive convention. 

While spring and fall are most 
popular times for incentive travel, 
packages are available for every time 
of the year and a volume of this 
travel is recorded in every month. 

About half of the companies that 
use incentive contests tie in this sales 
stimulant with trade or consumer 
promotion. 
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handsome 


TERRACE 
ROOM 


is available 


for 


general 


sessions 


Popular for many years as one of 


New York’s top entertainment 


FLOOR LEVEL 
€0'4" x 413 


rooms, the Terrace Room of the 
Height iy} " 4 . , 
Helene’ Hotel New Yorker is now available 


ot TERRACE ROOM 


| 
' i a o . . iia 
or co Cc 0 ‘Cc LS ¢ “ 
r 94° x 56 OVERALL ‘ for convention meetings and meal 


functions. Right off the main lobby, 


i oy | the Terrace Room’s convenient 
=. || location, elegant decor and ample 
Height 16° 


wo dimensions make it a choice setting 
: for meetings, banquets and receptions. 
THE TERRACE ROOM | Directly connected to the main 


CAPACITY Meetings 700 Banquet 550 


kitchen, the Terrace Room serves 
DIMENSIONS 94’ x 56’. Height: 20° : 
meals straight from the ovens when 
FLOOR AREA 5264 square feet 
LOCATION Off Main Lobby the food is at its delicious best. For 


Closed circuit TV facilities full information about the facilities 


and availability of the Terrace Room 


HOTEL ... and the other attractive ballrooms 
Cu/ en and meeting rooms of the New Yorker 
A HILTON HOTEL contact Sales Department. 


34TH STREET AT 8TH AVENUE, NEW YORK 1, NEW YORK LOngacre 3-1000. 


Direct Tunnel Connection to Pennsylvania Station 
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DIAMOND-SHAPED BOOTHS are among new techniques to be tested. 


Is Most of Your Exhibit Space Wasted ? 


Experimental ''Show for Shows" is designed to show how 
you can take advantage of cubic content of a booth when 
unhampered by restrictive regulations. New exhibit tech- 
nique allows you to supply more creative genius to selling. 


BY DOMENICO MORTELLITO 
Artist-Designer-Consultant 


E.1. du Pont de Nemours & Co., Inc. 


This will not surprise you if you 
have had the experience of selling in 
a foreign market place, or if you 
know about trade fairs and exposi- 
tions in Europe and Asia during the 
past few hundred years. 

It may be more startling, however, 
if you measure the sudden growth of 
trade shows in the United States, 
from a minor sales promotion and 
advertising medium, into a $2.5-bil- 
lion industry in the past 10 years. 
And, it is only starting to assume its 
normal stature. 


34 


since the high-top-button-shoe era. 
Many trade shows still seem to be 
wearing watch-fobs and _ celluloid 
collars. These antiquated rules and 
practices are sapping the strength of 
this giant. It was inevitable that a 
change must come. 

Today, selling is as much an art 
as it ever was—only we have to sell 
with greater creative genius. Selling 
is also a harder fight, has become 
more technical and must _ render 
greater services to customers. 

Today, the exhibitor must be pre- 
pared with many ready answers be- 
cause his customers are more aware 
of technical needs. Industries are of- 
fering more customer services to- 
wards obtaining greater sales for 
themselves. This also implies greater 


This is just the first yawn . . . the 
first s-t-r-e-t-c-h. Growth of trade 
shows in the United States has been 


delayed largely because industry was 
a long time in learning how to use 
this medium properly. And do you 
know why trade shows have been 
sleeping along in a sort of lethargic, 
myopic state? It is not only because 
companies who display have not 
given this medium enough attention; 
it’s because the limiting rules and 
regulations, determining trade show 
practices, have not been changed 


courtesies and more personal atten- 
tion. 

The direction of the modern trade 
or industrial show is toward greater 
effectiveness, more efficiency and 
more economy, both in production 
and operation. This powerful three- 
dimensional selling medium is grow- 
ing at an ever increasing rate because 
selling requires use of all the facili- 
ties it provides. These are facilities 
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HOW TO GET BETTER VALUE FOR YOUR EXHIBIT DOLLAR 


...e+-.CONSULT A SPECIALIST 


WHETHER 


you need an unusual display like this, with a 
special counting mechanism 4 feet wide 
to record the U.S. population increase, one 
person every 2 seconds...made for DU PONT 


Sturm @ ELECT aN 
SAT HET enemy 


OR 


on exhibit like this jet engine, which 
we cut away, mechanized to ex- 
pand in 7 sections like an accor- 
dion and synchronized with sound 


an attractive, well lighted, easy to set up— 
easy to ship exhibit like this, for 8’ to 10’ 
wide booths 


OR ... this is NEW! 


a rental exhibit—well designed, 
quality built, individualized at 
moderate cost. Write for infor- 
mation and prices. 


QO eneral exhibits and displays, ine. 


Y 2100 N. RACINE AVE. + CHICAGO 14, ILL. + PHONE: EASTGATE 7-0100 
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they'll learn faster 


WHEN YOU SHOW YOUR 
MOVIES AND SLIDES ON THE 


Da-Lite HI-Fi 


push-button 


iDp° 


the screen recommended and used by 
more Audio-Visual Directors and Sales 
Managers than any other. 


“SETITLOW “Ga 


ngs, stage OR HANG IT 


” room use 


Made exclusively for Schools... 
Churches and Industry with the 
White Magic glass-beaded surface for 
color or black-and-white high-fidelity 
brilliance. Easy “Push-Button” open- 
ing...makes all other screens obsolete! 


50” x 50” SIZE, $35.25 
3 POPULAR SIZES 


“PUSH-BUTTON” OPENING 
Sets up in seconds 
ECONOMICAL 
Does the job of 3 screens 


Do-Lite . . . the most complete line available 
from al! authorized Da-Lite Audio-Visual dealers. 
Ask for free literature or write Da-Lite. 


DA-LITE SCREEN COMPANY, INC. 
2795 North Pulaski Road, Chicago 39, Ill. 


Mail coupon for FREE ‘Better Audio-Visual 
Planning” folder. Tells how to get more thrill- 
ing brilliance in slides, movies. 


Nome 

School! or Organization 
Title 

Address ... 


State 


City Zone 
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which are not totally possible in any 
other media, “a sales representative's 
dream come true.” His customers 
come to him—in his own surround- 
ings—with his own props! He has 
the help of his own technical special- 
ists, his company, its designers, its 
production facilities and an organized 
program. 

Industries who are out to sell use 
all professional factors available to 
them: new designs, new techniques, 
use of new products and new facili- 
ties to present and demonstrate these 
products. Today, trade shows must 
encourage the development of new 
ideas in order to render new services 
and permit more direct presentations 
of products and sales messages. There 
must be an opportunity to answer all 
questions about characteristics, appli- 
cations and economic benefits of your 
product. 

Two conditions are vitally im- 
portant in the growth of this “adver- 
tising-sales prometion giant” that we 
call trade shows. One: They must 
be free to operate in a professional 
manner. Two: There must be some 
dependable and useful audit, check 
and direction in its growth. The 
first of these two conditions controls 
the physical, visual and psychological 
aspects of trade shows. This is what 
I mean when I refer to the use of 
cubic content in trade shows. I first 
expounded this dea five years ago, and 
and have been repeating it to every- 
one in the exhibits industry ever since. 


Rules Limit Use 


It is extremely important that in- 
dustry use the cubic content in trade 
shows. Present-day show rules and 
regulations still limit an exhibitor to 
the effective use of less than half of 
the cubic area in the back section of 
his booth. In the front two-thirds 
of his booth he is limited to use of 
exhibits or display construction which 
does not exceed approximate belt 
height of the average standing man. 

In a standard 10’ by 10’ booth 
approximately 350 cubic feet of space 
for which the exhibitor has paid is 
useless and wasted. He can effec- 
tively use only about one-fifth of the 
rented surface. With these anti- 
quated rules and regulations, the ex- 
hibitor is limited to designing a flat, 
backwall type of construction, thus 
making it practically impossible to 
create a three-dimensional type of 
exhibit. 

The exhibitor may have a product 
which needs to.be seen at eye level 
and from many sides. This is im- 
possible, particularly in a 10-foot 


booth, most commonly used by indus- 
trial exhibitors. Yet, exhibits are a 
three-dimensional medium. ‘They 
need three-dimensional space. 


Other Limitations 


Not only is an exhibitor permitted 
to use only part of the space he rents, 
he also is limited to certain types of 
construction and, consequently, cer- 
tain types of materials. There are 
also limitations on areas which he 
needs for lighting and demonstration 
units. Rules don’t care whether or 
not the exhibitor can provide ade- 
quate light or whether it is impos- 
sible for him to demonstrate his 
product to his customer. Lighting 
and demonstrations be damned unless 
you have a piece of machinery which, 
incidentally, can be any degree of 
size, height or noise. 

Under most rules and regulations 
for trade shows today, the designer 
is limited to designing only such 
exhibit parts as will fit into the stand- 
ard, flat, back-wall type of construc- 
tion for every single job. This he 
must do regardless of size, shape or 
scale of products to be shown, and 
regardless of amount of conservatism 
or dramatic impact his sales message 
may require. It is impossible for him 
to demonstrate his product in a truly 
three-dimensional setting even though 
it is necessary for the proper display 
of his product to his customer. 

When I refer to the awakening of 
an advertising-sales promotion giant, 
I am saying that many persons vitally 
concerned with the Exhibits Industry 
are beginning to see the importance 
of this need for new rules and regu- 
lations, greater flexibility and better 
selling techniques. Higher and more 
professional standards in this indus- 
try are coming to the fore. 

There is going to be one show that 
will take advantage of many possi- 
bilities inherent in this trade show 
medium. It is going to take place in 
the 69th Regiment Armory, New 
York City, March 8-10, 1955, and 
it is being properly sponsored by 
Exhibitors’ Advisory Council, Inc. It 
will be called “Show for Shows.” 

This exhibit may well set the new 
criteria for trade show operations. in 
America. Industry may at last begin 
to increase the efficiency of this sales 
medium. Its returns on the exhibit 
investment will be greater and I ven- 
ture to say that, though this first at- 
tempt will not solve all problems, 
many of the following conditions 
may well be achieved: 

1. More and better use of space; 

2. Less restrictions on_ visibility 
and dramatization of products and 
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sales presentations ; 

3. Better and more _ interesting 
traffic flow in the exposition hall ; 

4. A thematic handling or treat- 
ment of the industry represented ; 

5. Greater opportunity for new 
and different exhibit techniques; 

6. Provide a new stimulus to the 
exhibits industry ; 

7. More effective sales presenta- 
tions can be achieved; 

8. Greater interest developed 
among customers and prospects. 

This Show for Shows should be a 
real experience: 

1. For advertising and sales mana- 
gers to see the power of this medium 
for which they hold the _ purse 
strings; 

2. For sales promotion and _ tech- 
nical assistance personnel, who can 
see better how their ideas can be 
properly and dramatically presented ; 

3. For the executive, who can see, 
with proper personnel contact and 
visual impact, what the pulse of this 
industry, his competition and his po- 
tential customers’ reactions are. 

4. For public relations and adver- 
tising men, to make full use of ex- 
periences gained in these direct con- 
tacts with all kinds of visitors. 

All concerned with the Trade 
Show Industry will benefit. But, look 
wisely! You, who have a direct in- 
terest — display builders, exhibit 
managers, convention hall and hotel 
sales managers, exhibit properties 
suppliers and rental concessionaires— 
the giant awakens—and moves! 

The End 


Dates & Places 
For Sales Confabs 


Regional sales conference, clinics 
and rallies under the sponsorship of 
the National Sales Executives. 


JANUARY 


Baltimore, Sales Rally 

1! Toronto, Sales Mgmt. Conference 
Rally 

17 Madison, Sales Conference 


2! Los Angeles, Sales Rally 


FEBRUARY 


Manfield, Sales Mgmt. Seminar 
Springfield, Mass., Sales Conference 
Detroit, Sales Rally 

Tulsa, Sales Rally 
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“Meeting called 


to order” 
aboard the Santa Fe 


Your meeting can start the minute you depart. 


You have the room and facilities en route to 
your sales meeting or convention via Santa Fe to 
have business and social gatherings on the train. 


Let us plan your next trip and show you how 
these travel features can add to the success of 
your sales meetings or conventions. 


* You can arrange for a special car or an 
entire special train. 


* You have the opportunity to make 
special meal plans en route. Fred Harvey 
service. 


* Stopovers at points en route for busi- 
ness or pleasure. 


* Generous baggage allowance. 


* Opportunities for local publicity and 
promotion along the route to your 
meetings. 


R. T. ANDERSON 
General Passenger Traffic Manager 
Santa Fe Lines, Chicago 


ALL NIGHT OPERATION required to produce newspaper for distribution at the 


convention on the following morning. While copy phoned from convention is 


typed, layout is being made for next edition. 


he. 


NEWSPAPER DELIVERED at convention by boy actor 
portraying 


newsie.” Four issues were produced, one 


for each day of convention. 


News: Potent PR Tool 
At Conventions 


It requires a 24-hour schedule of specialists to turn out 


a daily newspaper for a convention, but it pays off. In- 


surance company signs 27 new agencies, opens doors for its 


salesmen and gets plaudits from industry with meeting news. 


News is news—and getting the 
daily news of a national convention 
to an organization’s entire member- 
ship you can create good public re- 
lations, too. 

That is what Pennsylvania Lum- 
bermans Muttial Insurance Co., 
Philadelphia, has proved by publica- 
tion of its daily newspaper—dA gent 
News—at the annual convention of 
National Association of Mutual In- 
surance Agents, in New York City 
in October. 

Agent News got its start when 
PLM was planning what part it 
should take in the annual convention 
of mutual insurance agents. 

At any time, mutual agents who 
attend the NAMIA convention are 
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considered an important part of 
PLM’s public—among them are men 
who sell PLM policies throughout 
the 34-state area served by the 60- 
year-old Philadelphia insurance firm. 

PLM considered this year’s 
NAMIA convention especially im- 
portant. Always well known through- 
out the insurance field as a conserva- 
tive, well operated company, PLM 
had recently elected a new president, 
dynamic Fred Ludwig, whose pri- 
mary interest is to sell the company 
to agents and to acquaint them with 
its new aggressive sales, advertising 
and public relations program. But 
this had to be done, Ludwig knew, 
without sacrificing prestige that the 
company had built up over the years. 


Ludwig had seen enough of stand- 
ard promotion techniques employed 
at conventions. He was not impressed 
by usual giveaways, the cocktail party 
circuit and other conventional con- 
vention stunts. 

He asked Gray & Rogers, PLM’s 
newly appointed advertising and 
public relations agency, to recom- 
mend a publicity approach with more 
lasting impact. Anything of real serv- 
ice to the agents, he noted, would 
command their attention over an ex- 
tended period and would deserve and 
get their support. 

Gray & Rogers’ number one rec- 
ommendation was a convention news- 
paper to be distributed daily at meet- 
ings and mailed to agents throughout 
the country, whether they attended 
the New York conclave or not. This 
would fill a real need, since no re- 
ports of convention activities were 
published during the course of the 
meetings. 

Sold on the idea, PLM gave the go 
ahead for four issues of Agent News 
—one to cover each day of the con- 
vention. 

Reception. of the paper by agents 
all over the country was more en- 
thusiastic than either Gray & Rogers 
or PLM had believed possible. Al- 
most overnight PLM, already noted 
for its solid financial position, earned 
itself the additional reputation for 
being a progressive, wide-awake in- 
surance organization eager to be of 
service to agents (upon whom its suc- 
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ew! Fabulous! Gpens Soring 95S 


Sheraton Hall 


LA 7 


t Re 
SHERATON-PARK HOTEL BE EE BE 
(i a oe ml 


Now Booking 


MOVABLE STAGE } ‘ - - “Now the biggest conventions, 


(professional theatrical equipment) _ | ! ’ : sie Fined conve tions, 


ashington”’ 6g 
“300 Prsons are not too many, 
ge niger tray 500 not too few—fits any-size 

meeting!”’ 
>» we Sheraton Hall is America’s 
orem \ most advanced convention hall. 
oe ; a Fully air-conditioned, sound-con- 
: ditioned and light-conditioned. it 
has a Suspended balcony and 

movable Stage. 


ey 


= ve eS Planning a Trade Show ? Sheraton 
ONED all’s exhibit space (¢ ‘ely 8 
: ais exhibit space (¢ ntirely sepa- 


F Goat Cecoror = :: - ee rate) will do it proud. 
ail ape “> Geoee: Having a lunch or dinner? You 


: can entertain over 2,000 — new 

SOUND-CONDITIONED LROOM—over 20,000 square feet— banquet kitchens are on the same 
aa ever 2000 for food functions; over floor. 5 There’s Sheraton Closed- 
3000 for meetings. Circuit T V, too. 

— F id Sheraton Hall, largest in Wash- 
ington, isa two-story addition to 
the Sheraton- Park Hotel — for- 
merly the Wardman Park- 
minutes from the White House. 
Completely air-conditioned. the 
hotel has tennis courts, outdoor 
SWimming Pool, and sixteen-acre 
park, 

Many leading organizations are 
N HALLS already booked — from spring 
1955 right into 1957. Protect 
h your date. Contact Manager. 
NEW YORK - Sheraton Astor + Grond | - " ERTS Sheraton-Park Hotel, Washing- 
aston es VO Hotel « Main ballroom seats 1600 porn es aria pa ey ton, D.C. Telephone COlumbia 
taba + Main dining SAN PRANCISCO « Shercton-Pelece « Garden court »-2000. Teletype WA 75. 
PASADENA - Huntington Sheraton + Ma "seats 10 $ or 
. 0 for meetings 7 m Hotels have facilities for meeting 
Doe ” bow ae. v tes and small. Additional information, 
floor plans, menus and rates on request 
4 ballroom seats FOR YOUR NEXT CONVENTION 


Hotels, 
Convention Manager, Sheraton 
ery te ee Hotel, Washington, D. C. 


! IMpiain 


OTHER LARGE SHERATON BALLROOMS AND = 


m seats seats 1200 for meetings. Shera 
rondo Daliroo -] | 3 


for meetings. 


i * garden seats 
+ Sheraton-Gibson « 2 30 sows 
py prem rarely sas 
BOSTON + Sheraton Plaza + Grar 


1600 for meetings. 


MONTREAL - Sheraton-Mt. Royal « Main ballroom 


SHERATON °°» HOTELS 
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Houston's Headquarters for 


ULNA Ltn 


of every type 


The Rice is a businessman’s hotel, designed 
and staffed to fill his needs for fine 
food and restful accommodations as well as 
ideal meeting and entertainment facilities, for 
groups of a handful to several thousands. 
100% air-conditioned, of course. Garage service 


For sales meeting or convention information 
write George B. Adams, Exec. Ass't Mgr 


he Cally utd 


ICE 


Houston’s “Welcome to the World’ 


for its “turn of the century 
service” convention commit- 
tees find The DENNIS staff 
conscientious specialists in 
executing the minutest de- 
tails of their requisites. 


we offer 


10 modern’ meeting 
rooms for 10 to 350 persons 
- Atlantic City’s most con- 
venient ocean front location. 
h 3 minutes from Convention 
in BIN “t ER Hall. 5 minutes from the rail- 
NKL way station 

500 immaculate, beauti- 
- ille fully appointed guest rooms, 
in ne ER N many with ocean view. Singles 
the DINKL from $8; doubles from $11 


ontgome ery For additional information write 


pINKLER-! John E. Leishman, Director of Sales 


- 


0 
" we CHARIS 


Motel DENNIS 


Boardwalk at Michigan Avenue 


ATLANTIC CITY 
4-8111 


cess depends). 

During the first month following 
the NAMIA convention, literally 
hundreds of “thank-you” letters 
poured in to PLM. Many requested 
additional copies of the paper to dis- 
tribute to employes or customers. 
Twenty-seven new agencies asked to 
become representatives of PLM as a 
direct result of an invitation in one 
of the publications. 

PL M’s agent salesmen, who sys- 
tematically visit good agency pros- 
pects, found the reception they were 
accorded improved a_ thousandfold. 
Doors are open and welcome mats 
are out—thanks to Agent News. 

Agent News came out in four-page 
newspaper format, 8% x 11 inches, 
containing feature articles, news 
stories, editorial comment and_pic- 
tures. Convention issues reported all 
newsworthy events regardless of com- 
pany afhliation of delegates. PILM’s 
only identification was a credit line 
in the masthead and a small one 
column advertisement on the last 
page. 

A tight deadline schedule had been 
imposed by the need to cover in each 
issue both daytime and evening con- 
vention news of the day before. 
Papers were to be delivered during 
the morning sessions. 

Much more was involved, however, 
than the publication of a convention 
newspaper. PLM was launching a 
public relations program which must 
make a lasting impression on agents. 

The two Gray & Rogers staff men 
who attended the convention and 
covered the news had all they could 
do at sessions without worrying about 
production problems of Agent News. 
Not only were they filing news stories 
several times during the day, but they 
also were busy in meetings with edi- 
tors, conferences with PLM agents, 
and helping out Ludwig and other 
PLM officials. Obviously, it made 
sense to take the production job off 
the shoulders of these men. 

By printing the newspaper in 
Philadelphia, production could be 
handled by men who could carry on 
their normal work in Gray & Rogers 
public relations department most of 
the day, turning to Agent News’ pro- 
duction job as the need arose. 

Also considered in the selection of 
Philadelphia was Gray & Rogers 
long-time association with suppliers, 
companies that had proved their 
ability to make sound advance ar- 
rangements ‘and to meet deadlines. 


One of G & R's staff men, dis- 
patched to New York several days 
before the meeting, set up the com- 
munications system. United Press 
photo service in New York, Drake 
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4 rteas helped translate 
the fresh styling concept of the 1955 Dodge into vivid 


visual impressions. Designed to fire the enthusiasm 


of dealers at preview presentations, these units are currently 

on display in showrooms throughout the country... 

creating demand for this famous car. 

Ideas can stretch your exhibit dollars . . . and we would welcome 
the chance to discuss our ideas with you. 


GARDNER DISPLAYS 


PITTSBURGH e« NEW YORK e CHICAGO °* DETROIT 


Louisville’s BROWN and KENTUCKY Hotels 


KENTUCKY HOTEL 
FLAG ROOM 

7300 square feet 

will accommodate 
1500 for meetings, 


1100 for food service. 


THE 
KENTUCKY 
V 


THE BROWN 


— 
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GREAT HOTELS 


W\ ITH the construction of two tremendous convention needs are greater than either hotel 


additions, the Kentucky Hotel now ranks with can meet, singly, both hotels can combine their 
its sister organization, the famous Brown, among facilities to serve you. 


the Nation’s great convention hotels. 


mM : c p s Two great hotels — in a city with both atmos- 
The Kentucky's ae second floor — all phere and ideal location, almost exactly at the 
20,000 square feet of it, seating 2500 people — Nation’s center of population. 
is available for meetings, banquets, ete. At the 
stately Brown, the magnificent Crystal Ballroom Get detailed facts. Write for the blueprint 


alone offers a seating capacity of 1500. If your booklets shown below. 


The Brown Hotel 
Louisville, Kentucky 


THESE BLUEPRINTS Without obligation, please send me the Brown and 
AND PICTURES Kentucky Hote! Factbooks as advertised in Sales Meet- 


ings for January. 


ARE WORTH Name 
A THOUSA ND WORDS KENT | Organization 
Address 


City 


A typical 24 hour period looked 
something like this: 

9:00 am G & R men in New 
York start to cover 
sessions of convicntion 
for copy and pictures. 

12:00 Noon Morning copy and 
previous evening’s 
copy telephoned to 
city desk in G & R 
office for rewrite. 
Printer picks up early 
copy for setting. 

Photographs from 

morning and night be- 
fore put on train for 
safe hand 

Philadelphia. 


Caption material for 


carry to 


pictures and any early 
afternoon copy tele- 
phoned to G & R for 
rewrite. 

G & R secretary meets 
and picks up 
photographs. 


train 


Engraver arrives at G 
& R to get photo copy. 
G & R make-up edi- 
tor lays picture 
page, photos 
for cropping, indicates 


out 
marks 


area for captions. En- 
graver takes off to 
make plates. 

Printer picks up cap- 
tion copy and stories 
on afternoon session 
of convention, includ- 
ing editorial by guest 


SCHEDULE FOR CONVENTION 


NEWSPAPER 


dignitary written and 
cleared that day and 
telephoned in to sec- 
retary, also marked-up 
dummy of four-page 
layout. 

Final copy to cover 
evening activities, any 
copy to fill, shorts, 
other material for day 
taken to typographers 
by printer and G & R 
staff men. 

Midnight Four pages, with ex- 
ception of cut., but 
including cutlines in 
place with holes left 
for cut metal, locked 
up and approved. 
Metal picked up by 
printer at typographer 
and taken to shop 
where cuts arrive and 
are put in place. Paper 
run off, dried, folded 
and packaged. 
Printer’s man _ boards 
Pennsylvania train for 
New York. Delivers 
copies to G & R men 
where child profes- 
sional actor dressed as 

hawks the 

papers—no charge—to 
delegates breaking 
from morning sessions 
or at luncheon meet- 
ing. Supply of papers 
also kept on hand at 

PLM booth on exhibit 

floor. 


newsboy 


Press and Peerless Engraving and 
the G & R city desk, all in Phila- 
delphia, were given detailed time 
schedules on how they were to tie in 
with the operation. G & R city desk 
assigned men and secretaries to work 
on night shifts, since the major part 
of the production job could not get 
under way until late in the afternoon. 

The PLM booth at the convention 
was dominated by a gigantic blowup 
of the first page of Agent News Page 
One, Volume 1, Number 1—a pro- 
duction miracle in itself. While other 
exhibitors gave away radios, toasters, 
government bonds and other incen- 
tives to attract visitors to their booths 
—all of which was duly reported in 
daily issues of Agent News—PLM’s 
booth offered only hospitality and 
free copies of the newspaper. In addi- 
tion, PLM officials, with full sup- 
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plies of PLM literature, were avail- 
able in the booth and in private rooms 
in the hotel to discuss with agents 
their own personal problems and 
plans. 

Despite the involved communica- 
tions arrangements, four issues of 
Agent News were produced with no 
major hitches. PLM, pleased with 
the reception of its paper by agents 
all over the country, has now received 
a boost from the official organization 
of mutual agents with headquarters 
in Washington, D. C. Latest issue of 
the official publication of that associa- 
tion carried a picture of the two 
G & R staff men along with a coupon 
which readers can use to send in their 
thanks to PLM for the contribution 
it made to the success of the con- 
vention. 

The End 


e's) 


An ideal 
setting for 


conferences of 
25 to 100 


persons 


Conveniently Located 


between New York and 
Philadelphia 


Perfectly Situated 


adjoining Princeton University 
campus 


Excellent Facilities 


spacious private function rooms 


Experienced Staff 


to make meetings pleasant and 
productive 

Fine Accommodations 
125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 


overlooking Princeton golf 
course. Tennis. 
Gracious Atmosphere 


Authentic Early American 
appointments 


For information, write or call 
G. Bland Hoke, General Manager 
Telephone Princeton 5200 


Princeton, N. J. 


. * * ? 
Virginia ' Bost 
FINEST MEETING FACILITIES IN ALL 
OF VIRGINIA ARE YOURS IN THESE 


EXPERTLY-MANAGED AND TASTE- 
FULLY-APPOINTED HOTELS, 


144 air conditioned bedrooms and ad- 
ditional meeting rooms now being 
added. 


Ready for occupancy October, 1955 
for metropolitan meetings, 


ta! John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED Virginia Room, on main 
lobby floor, seats up to 1,000. 


ROOF GARDEN accommodates 500. 
CONDITIONED CONFERENCE ROOMS. 


365 OUTSIDE aes. EACH WITH 
PRIV BATH 


6 AIR- 


for resort conventions 


#4 Chamberlin 


Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia’s East Coast 

AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 


AIR-CONDITIONED Monroe Room (125) 


AIR-CONDITIONED Chesapeake Room (30) 
Roof Garden 


300 Beautifully Furnished Rooms, All Outside, 
each with private baths. 


OPEN ALL YEAR 
A TM 


| RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


HOTEL KING CARTER 

250 Rooms. Rates from $3.00 
HOTEL RICHMOND 

300 Rooms. Rates from $3.75 
HOTEL WM. BYRD 

300 Rooms. Rates from $3.75 


Write for FREE, Interesting Brochure, 
Giving Full Convention Facilities in De- 
tail and Floor Plans! 


NNR UE AAAS 


' 


" 
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TRAVELING EXHIBITS COVERED THE COUNTRY as shown on the map. Exhibits were 


designed to travel, uncrated, in a trailer specially fitted for them. Tour started in March. 


In 34 Shows at $80 Each 


Manufacturers solve problem of frequent and overlapping 
local shows—and mounting costs—with traveling exhibits. 


Local organizations have better shows with less headache; 


exhibitors get more for their money; visitors learn more. 


BY ROBERT B. KONIKOW 


While all the potential customer 
sees as he walks up and down the 
aisles of a trade show is the exhibit 
itself, the man who pays the bills 
knows that there are other items that 
eat heavily into his budget. There are 
crates, which have to be sturdily made 
and cleverly designed, and there is 
transportation. These two items make 
up a substantial portion of any com- 
pany’s exhibit expenditures. 

As with all other exhibitors, mem- 
bers of Producers’ Council, a national 
organization of manufacturers of 
quality building materials, had been 
worried about growing cost of ex- 
hibiting. In addition, they were par- 
ticularly concerned about a practice 
that was basically sound, but whose 
costs and problems were skyrocketing. 
To meet this specialized problem, 
Producers’ Council came up with a 
plan that cut to the root of the prob- 
lem, and has implications that are far 
flung in their possible effects on ex- 


hibit practice. 

The Council, with its national 
ofice in Washington, has chapters in 
almost every large city in the coun- 
try. These local members are sales 
representatives or distributors of the 
national members. The Council, 
which is affliated with the American 
Institute of Architects, has as its 
primary concern the relationship be- 
tween manufacturers and the archi- 
tectural profession. As part of this 
activity, local Chapters in many cities 
have held an annual exhibit of new 
products. A chapter rents space, as- 
signs unit space to its cooperating 
members, and invites local architects 
and others who influence purchasing 
to see the show, often with a buffet 
supper or cocktail party as an added 
attraction. This activity is accepted 
and fruitful in most areas. 

Exhibits at these shows vary up and 
down the scale. Some chapter mem- 
bers throw a sheet across a hotel table, 
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Thank you, Mr. Gehning 


— of convention secretaries have been impressed 

by the Roney Plaza. Its central location, excellent 

facilities, fine cuisine and considerate attention to ¢ 
detail prompt them to make this their 

headquarters hotel time after time. 


Write For Details ! 


Let us send you complete 
information about the 
Roney Plaza’s unsurpassed 
convention facilities. 

Write today to Convention 
Manager, Roney Piaza, 
Miami Beach, Florida. 


RONEY PLAZA 


MIAMI BEACH 


Seven acres on the oceanfront—suitable for groups large and_ small. 
ia POR per 48 
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EXHIBITS ARE THE SAME but layouts vary. In New Orleans, amount of space available enabled exhibits to spread out. 


spread out a selection of samples, a 
few piles of sales literature and, if 
they; want to be fancy, paste a tear 
sheet of their new ad on a cardboard 
easel. Others spend a lot of time try- 
ing to put together a home-made ex- 
hibit and, all too frequently, results 
are not worth the time and effort ex- 
pended. Others get in touch with thei: 
home office and ask for one of the 
company’s professionally-made — ex- 
hibits. 

Where this happens, companies are 
faced with problems that increase as 
local exhibits became more popular. 
Since chapters act independently, 
there is no coordination, either in 
dates selected or in physical require 
ments. To fill the maximum number 
of dates, an exhibit unit might have 
to move from Boston to Miami to 
New York to Seattle to Minneapolis 
to Los Angeles to Jacksonville, back- 
ing and doubling on its own route. In 
addition, Buffalo might allot eight 
feet to an exhibitor, but Dallas may 
have set a six-foot limit. It becomes 
almost impossible to meet requests 
from all chapter representatives, and 


the home offices have increasing worry 
over both scheduling and mounting 
costs. 

This increasing complexity has had 
its effect, and a useful technique was 
threatened as various important ex- 
hibitors threatened to withdraw com- 
pletely. To save these local opportuni- 
ties for personal demonstration and 
selling, Producers’ Council worked 
out a plan that seemed to hold great 
promise for all groups concerned. 


Designed to Travel 


In order to minimize shipping costs. 
chapters agreed to hold their exhibit 
meetings on a schedule that ration 
alized transportation. In order to cut 
down crating costs, exhibits were de- 
signed to travel, uncrated, in a trailer 
that was specially fitted for them. In 
order to cut down design and con- 
struction costs, exhibitors agreed to 
accept a standardized structure that 
would permit mass production of basic 
units, yet allow each exhibitor to have 
a booth with individuality. 


1 


Specifications were drawn up, and 
a contract was awarded to Gardner, 
Robinson, Stierheim & Weis, Pitts- 
burgh. The exhibit builder agreed to 
design and build an exhibit for each 
of the members who wished to par- 
ticipate, to provide transportation to 
each of the 33 chapter cities on the 
itinerary (later extended to 34), to 
install and dismantle booths in each 
of the cities and to maintain them 
throughout the year. For this the 
base price was $2,616, which covered 
the minimum exhibit. As it worked 
out, all exhibitors wanted something 
more than minimum, which increased 
their charges somewhat. Since this 
was so universally true, plans for 
next year include more elaborate ex- 
hibits, with appropriately higher 
charges. 

While it took literally months to 
come to the point of signing the con 
tract, too little time was left for the 
actual construction of the displays. 
The centract was signed on January 
18. and the first showing was sched- 
uled for March 2. In this period, the 
base structures had to be built, as well 


\ 


A SHORTAGE OF SPACE in Washington meant that booths had to be set up in a series of bays, showing layout flexibility. 
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Coke aM LOOK: a the 
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You can set your sights on a big show when you 
book it in Chicago's most modern exhibit area— 
the Morrison. Located in the heart of the loop, 
it's convenient to all forms of transportation, 
shopping, business, and entertainment! Offering 
a total of 1850 guest rooms; 30 air conditioned 
meeting rooms for 45 to 1500 persons; space for 
770 booths and sample rooms; and unexcelled 
banquet facilities, the Morrison has all the space- 
you need for your biggest shows. 


Any way you look at it... 
the MORRISON has the finest facilities 
for any show or convention 
regardless of size! 


FACILITIES 


MEETING MEETING DINING 
ROOMS CAPACITY CAPACITY 
LOWER LOBBY 
Terrace Casino 
MEZZANINE 
Cotillion Room 
Embassy Room 
Burgundy Room 
Hollywood Room 
FIRST FLOOR 
@Constitution Room 
Ballroom & Balcony 
Parlor A8& 
Parlor B 
Parlor C 
Parlor D 
Ballrooms & Parlors 
Converted to 1 unit 
SECOND FLOOR 
Parlor E 
Parlor F 
Parlor G 
Walnut Room 
Venetian Room 
THIRD FLOOR al . 
Madison Room *The addition of our new Constitu- : 
Exhibition Hall : » tion Room on our Grand Ballroom WILLARD M. RUTZEN, Gen'l. Mgr. ROV POWELL, Sales Mgr. 
427-29-32-34 100 5 each floor offers unexcelled flexibility W. FRED PUFFER, Nat'l. Convention Mgr. 


528-30-32-34-36 30 each in the coordination of meetings, TELETYPE CG 1685 
605 50 35 catering, and exhibit functions. 


3° FLOOR—BOOTH LAYOUT | uc Boor 


Bungalow (42nd floor) 45 45 


JWorrison Hotel 


mm e'S OM AT. CLtLaR K . HICAG 
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50,000 SQ. FT. OF NEW 
AIR-CONDITIONED EXHIBIT SPACE 


Always looking ahead to meet the future needs of America’s 
expanding economy, the State Fair of Texas now offers one of 
the largest year-around air-conditioned structures in the nation 
for your trade shows, conventions and sales meetings. 
In addition, six other exhibit buildings offer you more than 
300,000 sq. ft. of floor space. For demonstrations and enter- 
EE tainment, the Fair has a 4,301-seat, air-conditioned Auditorium 
me ncremmt,, “TTS easel teat ta 1955, oe lete facilities of 
xecutive Vice President @ suce meet in , use the complete facilities o 
one olen Teaees*"* the State Fair of Texas. 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities, 


Groups from the following companies were recently entertained at the Belleview: 
Travelers Insurance Company, Aetna Life Cone "Prudential Life 
} ee | Company, Massachusetts Protecti i 


DON CHURCH, Manager 
c 


as panels for each exhibitor. Materials 
for these panels had to be received, 
designs drawn and approved and work 
finished. Since only six weeks were 
available for 44 exhibitors, it is not 
surprising that there was some over- 
time involved for many of the ex- 
hibitors. This will probably be elimi- 
nated in the future. 

For transportation of the exhibit, a 
trailer was specially fitted to hold 
panels and structural members. Since 
all basic structural units are inter- 
changeable, loading is rapid. In addi- 
tion, since there are no space assign- 
ments made in advance, panels are 
packed as they come off the floor, and 
set up at a show as is most convenient. 
Only precaution taken about location 
is that competitors are not placed near 
each other. Since rooms vary widely, 
and call for quite different arrange- 
ments, there is no great problem about 
choice locations. Randon distribution 
takes care of that. 


Crew 


A crew of three travels with the 
show. The truck driver is limited to 
hauling the semi-trailer from loca- 
tion to location. The other two, taken 
directly from GRS&W’s staff, take 
charge of installation and dismantling 
with the aid of local labor, check de- 
tails of arrangements made by chap- 
ters and maintain exhibits in condi- 
tion. 

Some chapters do not realize, in 
spite of all advance information sent 
to them, the scope and requirements 
of the show. Occasionally, the room 
selected is too small for the best ar- 
rangement of displays. 

In one city, panels had to be 
brought in one entrance of the hotel, 
dropped to the basement in one ele- 
vator, trundled through narrow base- 
ment corridors and work-rooms, lifted 
17 stories in an elevator which could 
accommodate only one panel at a 
time, and trundled back across the 
floor to the exhibit hall. 

Another difficulty is electrical cur- 
rent. Total amount required is 44,- 
000 watts, and special lines have to 
be pulled in some locations. Since this 
isn’t discovered until the show is be- 
ing set up, overtime charges are in- 
curred unnecessarily. Only one hotel, 
in Buffalo proved unable to furnish 
enough juice, and in that city the 
show was half-lit. 

Appearance of the show creates 
much comment throughout its tour. 
While there is much variety in treat- 
ment of individual panels, there is an 
overall harmony in design. This leads 
to a restful feeling among the audi- 
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Completely Air Conditioned, too! e Leo F, Corrigan, Pres. e Frank A. McNellis, Gen. Mgr. e Wm. P. Wolfe Org., Rep. 


DIRECT SERVICE 
to PUERTO RICO 


via Eastern Air Lines 


makes it easy and convenient to attend your convention there! Daily flights 


from New York and Miami, plus connecting service from 89 additional 
Eastern Air Lines cities and other principal cities of the U.S. guarantees 
a record attendance. 

Let our Convention Travel Experts help you plan the details—including 
side trips to the Virgin Islands and all the Caribbean. 


Ask about the Group Leader Plan. For full details call your local 
Eastern Air Lines office’ or write: Convention Dept., Eastern Air Lines, 
10 Rockefeller Plaza, New York 20, N.Y. 


95% OF THE NATION’S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTERN 
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NEW YORK’'S LEADING 
DESIGNERS AND BUILDERS OF 
DISPLAYS AND EXHIBITS 


® WRITE FOR BOOKLET M 


96-20 43RD AVENUE ® CORONA 68, N. Y.C. @ ILLINOIS 7-2002 
BRANCH OFFICES: PITTSBURGH - CLEVELAND - SYRACUSE 


Ideal for CONVENTIONS 
and SALES MEETINGS 


y 


NASSAU in he BAHAMAS 


Modern hotels with trained, experienced staffs provide 
superb accommodations for all types of group meetings. 


4 
Nassavu'’s Old World charm blends with ideal year 
‘round climate to furnish perfect setting for business and 5 > 
pleasure. Golf, swimming, all sports for “after hours”... 7 : , 
shopping for British and European goods. } 
‘ay 


_- 


for SALES INCENTIVE PLANS \ 


Everyone wants a vacation in Nossau—Resort Empire of the 
Western Hemisphere! Watch salesmen hustle when you make a 
vacation in Nassau their prize. 


EASY TO REACH! 
BY AIR: 1} hour from Florida 
4'A hours from New York 
BY SHIP: Overnight from Miami via SS Queen fers i 
of Nassav. Weekly sailings from New York Tt om af 
via SS Nassau. Convenient connections from ’ 
entire U.S. and Canada. 


For Complete Information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 
MIAMI— 1633-34 duPont Bidg. © NEW YORK—308 British Empire Bidg., 
620 Fifth Avenue ¢ CHICAGO—1210 Palmolive Bidg. © DALLAS—1214 
Gulf States Bidg. © TORONTO—407 Victory Bidg., 80 Richmond St. West. 


J 


ence, and results in subordinating the 
structure to content and materials be- 
ing shown. 

Many techniques are employed 
within the basic structure. Animation, 
illuminated transparencies, photog- 
raphy, art, cutaway models, actual 
specimens are used. 

Attendance is the responsibility of 
each chapter. Most have buffet sup- 
pers or cocktail parties, as has been 
general practice with earlier events 
which the Caravan of Quality Build- 
ing Products replaces. National office 
of the Council helps by issuing a pub- 
licity guide. As a result of the entire 
effort, in almost all cities attendance 
breaks records. In a few, interfering 
holidays or bad weather cut down the 
audience. Advance estimates of 7,500 
architects were more than doubled. 
And what is more important, chapter 
after chapter reports a higher pro- 
portion of principals of architectural 
firms among those drawn to the show. 


Success 


Success of this first tour was evi- 
dent well before the final date. With 
more than a month to go, the Coun- 
cil had more exhibitors signed up, 
more chapters wanting to participate 
and more days scheduled in each city. 

The caravan has made everyone 
happy. Exhibitors feel that they get 
more for their money than ever be- 
fore; chapters are glad to have a bet- 
ter show with less wasted effort on 
their part. 

Cost to each exhibitor for design 
and construction of an eight-foot, 
self-standing, illuminated booth, plus 
34 installations and dismantling, plus 
about 12,000 miles of transportation, 
comes to a total of $2,616. And, at 
the end of the tour, exhibitors own 
their exhibit. Most participants are 
buying crates and will have exhibits 
available for other shows as they come 
along. 

Many exhibitors took advantage of 
the summer break to use their ex- 
hibits as their displays at the large, 
national convention of American In- 
stitute of Architects in Boston last 
summer. In spite of the low cost, these 
modest displays held their own in this 
bigger show. 

Through cooperation on basic es- 
sentials, the caravan saved money for 
all participating exhibitors. Its pattern 
is one that may be adapted to other 
industries and many situations. Given 
a group of friendly competitors, a 
means of making arrangements locally 
and a thorough desire for cooperation, 
benefits can be impressive. 

The End 
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Put PLEASURE on your program 


Choose GALVE: 


Your delegates will love the tropical atmos- 
phere of Galveston, Texas, a sparkling island 
in the Gulf of Mexico. Air conditioned re- 
sort hotels on the beach, luxurious private 
swimming pool, abundant fishing, golf courses 
and tennis courts and 32 miles of beach for “— 
swimming and sunning. 

In addition to hotel meeting rooms, the fabu- 
lous Pleasure Pier has 36,000 sq. feér of 
exhibit space and an air conditioned dance 
room, ideal for meetings, banquets and dafices. 


AFFILIATED NATIONAL HOTELS 
ALABAMA TEXAS . 1 Z y ANEER HO 
HOTEL ADMIRAL SEMMES Mobile MOTEL STEPHEN F. AUSTIN le f an P 7m 
HOTEL THOMAS JEFFERSON Birmingham ee , GA HO 
DISTRICT OF COLUMBIA 
HOTEL WASHINGTON Washington M' ~ ; et ” 
amen ; . ‘ JEAN*LAFITTE HOTEL 
HOTEL CLAYPOOL Indionopelis MOTEL BUCCANEER veston B RONADO 
LOUISIANA HOTEL JEAN LAFITTE Galveston [eg “% Pes ea ¢ ¢ CORONA COurT HOTEL 
JUNG HOTEL New Orleans re aes x , 
HOTEL DESOTO New Orleans P ; 
NEBRASKA 
HOTEL PAXTON Omoho 


40" u Sen Angelo “r 3 /. 
NEW MEXICO MENGER Sen Antonio 4 
HOTEL CLOVIS Clovis ANGELES COURTS Sen Antonio 
SOUTH CAROLINA nor yaoune Ty ' 


OTL MOUNTAIN LAKE Mountain Lok Za 


HOTEL WADE HAMPTON Columbia HOTEL MONTICELLO Norfolk Be 4 
raseneeh 7 AFFILIATED NATIONAL HOTELS 
OR ” 


NEW Y ay Hill 66990 'ON—Executive 36481 
—_ Television or radios in guest rooms 


COMPLETE CONVENTION FACILITIES COMBINED WITH RESORT PLEASURES. 


THE HEART 


... OF THE BEST CONVENTION LOCATION 
IN THE NA TION Convenient location, close to rail and 


air travel facilities, Public Auditorium, Stadium, business, 


entertainment, and shopping area is one reason for The 
Hollenden’s popularity with convention delegates 


CLEVELAND’S MOST INTERESTING HOTEL 


Long noted for its warmth of hospitality and friendly 
service, The Hollenden has always attracted interesting 


people. To meet their d d 


a conti s improve- 
ment program is maintained. 1000 guest rooms are 
newly decorated. 7 restaurants and bars provide exciting 
atmosphere, good food and entertainment. 


CONVENTION HEADQUARTERS 


The Hollenden has one of the finest plans in the 


= ry 
4 e 


country for conventions, exhibits, ting 


- 


etc. A selection of newly decorated rooms equipped with 


Ce pe Ba! 
OMe 1 P all facilities for successful private gatherings. 
' HOTEL-OPERATED AAA GARAGE ATTACHED 


"tld 


ROBERT P. JOYCE JOHN F. NOLAN 
General Manoger Sales Manager 


SM/JANUARY |, 1955 ” 


how Western Hotels 
pamper 


Our idea of pampering you 
is to provide the finest 
accommodations, friendliest 
hospitality and many extra services 
to make your travels easier and 
more enjoyable. Any Western Hotel 
will make reservations for you at 
any of the others without charge, 
using fast private-wire HOTELETYPE 
service. You can arrange for 
CAR RENTALS at the same time, if 
desired. You enjoy full credit 
privileges with a Western Hotels 
CREDIT CARD and are assured of 
delicious food when ordering 
TESTED RECIPES created in our Research 
Kitchen. Children under 14 are free 
under Western Hotels’ FAMILY PLAN. 


WESTERN HOTELS 


S. W. THURSTON, President 


Executive Offices: 
New Washington Hotel, Seattle 


CALIFORNIA: Los Angeles, Mayfair 
San Francisco, Sir Francis Drake, Maurice 
Palm Springs, Hote! the Oasis 


WASHINGTON: Seattle, New Washington, 
Benjamin Franklin, Roosevelt, Mayflower 
Spokane, Davenport 
Tecoma, Winthrop 
Wenatchee, Coscodian 
Bellingham, Leopold 
Walla Walla, Marcus Whitman 


OREGON: Portiand, Mu/tnomah, Benson 
UTAH: Salt Lake City, Newhouse 
COLORADO: Denver, Cosmopolitan 
BRITISH COLUMBIA: Vancouver, Georgia 


IDAHO: Boise, Boise, Owyhee 
Pocatello, Bannock 


MONTANA: Billings, Northern 
San Francisco, St. Francis, Now Affiliated 


MEETING PROBLEM SOLVER 


You Can Cut Planning Time 
For Your Sales Meeting 


| There are three major schemes you might use to plan your 


sales meetings. Each has its advantages to fit particular 


situations. After you select the best for you, a time- 


| table for critical points can be drawn and jobs assigned. 


BY RICHARD BECKHARD © Consulting Editor 


“How can I make more efficient 
use of the planning time for a sales 


| meeting?’ writes a harassed sales 


manager. This is a frequently re- 


| ported problem of sales managers 


who must take on the additional load 
of planning and preparing a sales 
meeting or conference. 

There are some specific things that 
can be done. 


Planning Schemes 


Determine which planning scheme 
will best fit your particular meeting. 
Chere are three main schemes used 
n planning meetings: 

1. One-man show: where one per- 
son does all planning and parcels out 
work assignments to other indi- 
viduals. 

2. Coordinator: where the respon- 
sible executive delegates parts of the 
planning to others and puts the pieces 
together himself. 

3. Group planning: where all 
those responsible for carrying out a 
part of the plan meet for joint plan- 
ning sessions and set all follow-up 
assignments. 

Each of these schemes is particu- 
larly practical in ce:tain situations 
and is inefficient in others. For 
example, if a sales manager is plan- 
ning a three-day round-table with his 
field men, he probably can do the 
most efficient planning by himself. If, 
on the other hand, a part of a sales 
meeting is to be devoted to presenting 
a new advertising program, and an- 


other section is to be devoted to price 
changes, the second scheme, “the co- 
ordinator,” seems called for. The 
manager will need to delegate parts 
of the planning. Yet, there is little 
need for the advertising person and 
staff concerned with pricing to plan 
together. 

However, if, for example, a com- 
pany is introducing a new product 
and sales is to -deal with pricing 
policy and advertising program for 
that product, plus other information 
about the product, there is a distinct 
advantage and time saving in bring- 
ing together at the beginning those 
people responsible for telling each 
part of the story. 


Planning Timetable 


Develop a planning timetable. 
There are three critical points in the 
planning of any meeting: 

1. Initial planning: setting ob- 
jectives; determining subject matter ; 
initial plans for presentation meth- 
ods; methods of getting audience in- 
volvement; preliminary determina- 
tion of speakers, or participants. 

2: Firming up the program: decid- 
ing on methods of handling each ses- 
sion; commitments made to company 
and outside speakers; final budget 
approved for presentations; total 
schedule approved (parties, field 
trips, etc.) ; assignments for “at the 
meeting” jobs; timing set. 

3. Final preparation: coordination 
of all departments; final checking on 
physical arrangements; briefing plans 
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and schedules for all participants; re- 
hearsals scheduled, and held; timing 
checked. 

A great deal of time can be saved 
and efficiently improved if the mana- 
ger thinks through who should par- 
ticipate in each phase of planning, in 
terms of work which must be done 
between each critical point. For 
example, if the person in charge of 
arrangements is a participant in 
initial planning phase, he will under- 
stand exactly what is needed and 
why, and will have to do considerably 
less checking back with the manager 
than he will if he is brought in at a 
later time and just told to “set it up 
this way.” Or, a person assigned to 
prepare one part of a presentation 
can probably come up with a bette 
result if he knows and understands 
what the other parts are and how his 
presentation fits with the rest. Yet, 
frequently, we see sales meetings at 
which each participant operates as an 
independent entity, with no relation 
to people or subjects which precede 
or follow him. 


Brief Committee 


Be sure everyone connected with 
the planning knows the timetable and 
his part in it. If each person knows 
what’s expected of him and when, 
the manager is spared a great deal of 
follow-up activity and detail work. 
if this plan is developed in advance 
(which means more time spent at the 
early stages of planning) a great deal 
of time can be saved at the later 
stages. 

To illustrate, here are two brief 
case examples where the use of these 
three points made a difference: 


Case | 


Company A was having its first 
national sales meeting in five years. 
The sales manager was anxious that 
salesmen get a real view of all com- 
pany operations pertaining to sales. 
He felt that, in order to give the 
men the best possible picture, he 
should keep a very tight hand on 
planning. He spent several days de- 
veloping a plan for the meeting. He 
circulated this plan to 10 different 
executives, including three officers 
and several of the sales staff. 

Each executive submitted his re- 
actions, which were checked and the 
plan was re-worked by the manager. 
This second plan was distributed to 
the same people for reactions. Their 
comments stimulated further modi- 
fications and finally the plan was 
ready. The manager then called in, 
one at a time, people necessary to 
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ACROSS THE BORDER 


The Most Outstanding Canadian Year-Round Resort 


in the Wonderland of the 
Laurentian Mountains offers 
the Finest Facilities for your 
Meeting and Convention. 


For information and reservation, apply etc. 


THE ALPINE INN, Ste. Marguerite Station, 
Que., CANADA. 


New York Representative: William P. Wolfe 
Organization, 500 Fifth Avenue, Tel. LOngacre 
5-1114. 


North River. 


4—Comfortable Lounges 
Fireplaces and Mount Baldy Room with its 
popular Alpine Style Bar. 
5—A Spacious Dining Room overlooking the 


THE ALPINE INN 


and COTTAGES 


A Cardy Hotel 
52 MILES NORTH OF MONTREAL 


i—Accommodation for 200 guests. 
2—Food in the best tradition of the French 
Cuisine with a choice of Vintage Wines to 
enhance your meal. 
3—A variety of entertainments such as: 9- 
Hole Golf Course, Swimming Pool, Tennis 
Court, Ski-Tows, Ski School, Horse Shows, 
Aquacades, Fashion Shows by 
-, leading Department Stores, 


with open 


6—Private Room for Meetings. 


Montreal 
Masquerades 


Stone 


exterior and entrances; the 


There's a new look at Memphis’ 
hotel, and we're poised to serve you on your 
coming convention needs. New 
tioning; a beautiful new lobby; new ground floor 
lovely new Empire 
Room which joins the Balinese Room with sound- 
proof modernfold doors (capacity 
many other features fully described in our beau- 
tiful new convention brochure. Write for it now! 


100% AIR CONDITIONED 


convention 
has a host of new features! 


most modern 


100% air condi- 


1,000) plus 


SCOTT J. STEWART, Managing Director | 


A Resort... . Built With Conventions in Mind 


SEASON: NOV. Ist to APRIL Ist 


© FISHING FACILITIES FOR MEETINGS 10 to 200 
© BOATING Completely air conditioned and staffed by experienced 
° SWIMMING personnel, the conveniently located Lake Murray 
© DANCING Lodge offers every facility for the successful, yet un- 
e HORSEBACK usual, resort meeting. 

RIDING 
@ BALLROOM & 

DANCIN E MURRAY LODGE 

DANCING 


ARDMORE, OKLAHOMA 


Under the Direction of Southwest Resorts, Inc. 


James R. Shaffer, Pres. & Genl. Mar. 


NOWHERE 


IN THE WORLD 
Will You Find Facilities 
to Those of 
THE SPECIAL EVENTS DEPT. 
AT 


Here Is the First NATION-WIDE 
TALENT ORGANIZATION 


Equipped To Serve 
YOUR ENTERTAINMENT NEEDS 
In Every Phase of 
CONVENTION AND 
SALES PROMOTION 
PRESENTATIONS 


Contact Special Events Dept. 


GENERAL ARTISTS CORPORATION 
Circle 7-7550 
THE AMERICAS BLDG. 
ROCKEFELLER CENTER 


New York 20, N. Y. 
Branch offices: 
Chicago © Beverly Hills 
Cincinnati © Dallas © London 


A City Under One Roof — 
Perfect For 
An Outstanding Convention 


Finest facilities — location ideal for 
either National or Regional groups 
—complete recreational facilities 
on our 700 acres of estate-like 
grounds, including our own 18-hole 
championship golf course. We 
specialize in personalized attention! 


Inquiries appreciated and promptly 
handled. Write: 
A. P. Shoemaker, Jr., General Manager 
N. Meisner, Convention Manager. 


Edy Wile Cuff Mate! 


EDGEWATER PARK, MISS 


carry out each aspect of the plan. He 
held a long conference with each, dis- 
cussed their part of the program in 
detail, and described the whole sales 
meeting. Each participant was then 
told to draft his presentation based 
on this discussion. 

Drafts were turned in to the 
manager who went over each one, 
suggesting, modifying, cutting out 
duplication. Additional conferences 
were held—-an average of two to each 
key participant. It was estimated 
that for every hour of time at the 
meeting, the sales manager put in at 
least four hours of planning time— 
and it was a four day meeting! 

‘\n analysis of meeting and re- 
actions to it was made. A big dis- 
parity existed between what the sales 
manager wanted for the men, and 
what the men wanted from the 
meeting. Also there were several 
negative reactions. One man _ de- 
scribed the meeting as a circus with 
“one act after another,” and not too 
much point to the whole thing . . 
yet the sales manager had spent 16 
working days planning it, and direct 


cash investment of the company ex- * 


cluding staff time was over $35,000. 

The sales manager in this case 
was using scheme No. 1—the one- 
man show. He did not share his 
timetable plan with anyone at the 
beginning, but rather dealt with each 
part independently. 


Case Il 


Company B was introducing a 
new product to its men. The sales 
manager felt that it was necessary 
for all various presentations related 
to the new product to be carefully 
integrated. He decided to take time 
at the beginning of the planning to be 
sure that this was done. He sched- 
uled a four-hour meeting of the fol- 
lowing people: sales promotion mana- 
ger, controller, market research di- 
rector, chief development engineer, 
head of sales service division, product 
advertising man, agency advertising 
man. 

The manager outlined his ob- 
jectives for the following meeting; 
discussed history of the product’s de- 
velopment, results of his correspond- 
ence with field men, market research 
data, basic sales features as worked 
out with engineering and sales promo- 
tion, general plan for advertising, 
pricing policy and why top manage- 
ment approved the product at this 
time. He said he wanted to get all 
of those elements into the meeting in 
terms that made practical sense to 
field salesmen. He then asked the 
planning group to do three things: 

1. List essential information that 


should be given under each heading, 
kinds of audience participation re- 
quired (i.e. questions for clarifica- 
tion, discussion of application to sell- 
ing situations, etc.). 

2. Work out an order of presenta- 
tion and a time allotment for each 
part. 

3. Make assignments for carrying 
out each part of the job. 

The sales manager then suggested 
a next meeting two months later to 
report back and to finalize the pro- 
gram. 

After the meeting a summary of 
action taken was distributed to all 
who attended with a reminder of 
deadline. No further time was spent 
on planning this meeting by the 
manager until two months later 
when the group came together for 
a two-hour meeting. At this meet- 
ing, each person reported on his plan; 
the group criticized and suggested. 
At the end of the two hours the 
whole meeting was set. Also set were 
specific assignments for jobs at the 
meeting; physical arrangement plans; 
rehearsal schedules, materials to be 
prepared, etc. 

A summary of this planning meet- 
ing was also distributed to those who 
were named in the check list of things 
to do and persons responsible. 

The sales manager had virtually 
no further contact with this group 
on this subject prior to the meeting 
itself. 

In this case, sales manager spent 
six hours rather than 16 in planning, 
and individual participants had two 
meetings with him rather than the 
several meetings required in company 
A. An analysis of this meeting 
showed that field men felt they got 
a systematic, logical picture of the 
why, what and how of the new 
product; that they had a chance to 
ask any questions they wanted; that 
management was willing to discuss 
their problems with them, and that it 
had been a worth-while meeting be- 
cause it gave them (the field men) 
specific help in selling the new 
product. 

The sales manager in this illustra- 
tion followed scheme No. 3—the 
group planning scheme. He also had 
developed a timetable and he shared 
this with participants at the begin- 
ning. 

In summary you can increase the 
efficiency of your planning if you: 

1. Determine which planning 
scheme to use and why. 

2. Develop a planning timetable, 
noting critical points. 

3. Share the timetable with those 


concerned at the beginning of the 
planning. The End 
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THE GOING’S GREAT 
when you go BY FLAGSHIP! 


Let an American Airlines expert arrange the travel for 
Make AMERICAN 


your next convention. You'll arrive in hours, refreshed and 
relaxed, giving you extra time at the convention...extra 


trave/ headquarters time to take advantage of a low-cost Flagship tour or 

7 special stopover and alternate route privileges. For com- 
for your next convention! plete details, see your nearest American Airlines ticket 
office, or drop a line today to: Mr. R. A. MacDonald, 


| \ ¥ 100 Park Avenue, New York 17, New York. 
Americas Leading Airline AMERICAN AIRLINES wc 
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MULTI-USE BACKGROUND for meetings allows complete flexibility. Here a flip chart 


is mounted on right wing, screen for slides or movies in center and flannel board on left. 


SIMILAR BACKGROUND was used by Philip Morris for 98 theatrical shows. The inex- 


pensive corrugated unit can be painted, silk screened, lettered or covered with fabrics. 


To Dress a Meeting 
With Flexible Background 


Gibraltar created its own sales meeting background when 
it couldn't find what it wanted on the market, and went into 
mass production when other companies wanted the same 
thing. It finds people hate to discard the "one-time" unit. 
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One company’s needs started an 
investigation that ended with a solu- 
tion to its problem and a similar 
problem of many. 

“For our sales meetings,” explains 
S. Paul Boochever, vice-president, 
Display Division, Gibraltar Corru- 
gated Paper Co., Inc., Clifton, N. J., 
““we wanted some sort of background 
prop to dress up an ordinary con- 
ference room.” ‘The call went out to 
“find some inexpensive, uncompli- 
cated kind of screen, easel or back- 
drop; something we can pin a chart 
to, hang a few significant pictures 
from, high-light a product we want 
to talk about.” 


Search Field 


First, Gibraltar’s men combed the 
field for something already in exist- 
ence; something that would be flexi- 
ble, have impact and could be dis- 
carded when its job is done. 

“While we looked, we crystalized 
our thinking on just what we really 
wanted,” says Boochever. Suddenly 
he realized that what he had in mind 
was a sort of first cousin to a p-o-p 
floor stand. 

“When the idea hit me, I 
jumped,” reveals Boochever, ‘“be- 
cause at Gibraltar we make more 
corrugated floor stands than anybody 
else. Since we had the talent and 
facilities, we decided to make our 
meeting-room prop ourselves.” 

He points out the four specifica- 
tions he made to his creative depart- 
ment for the new prop: “It had to be 
sturdy. (We didn’t want it to show 
fatigue the second day of a three-day 
meeting.) It had to ship and set up 
with as little trouble as possible. 
(This is especially important to men 
in the field.) It had to be inexpensive 
enough to discard after one use in the 
field if we so wished. And, ob- 
viously, it had to be an effective piece, 
or why bother about the whole 
thing?” 


Mass Produce 


After making a working plan, 
Gibraltar was to run off about a 
dozen pieces to be used as needed. 
“When everyone started to enumer- 
ate all the uses and adaptations that 
could be possible with our unit, we 
had to revise our thinking,” says 
Boochever. “What we had wanted 
for ourselves alone could no longer 
completely dictate concept, design 
and construction, because we had an 
item of fairly universal appeal — 
that would pay us to mass produce.” 
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ONE OF MANY VARIATIONS in use of background is shown in Magnus booth at a 


trade show. 


When mass-production of the 
background unit was planned, Booch- 
ever named it Corro-set. 

What was meant by Gibraltar’s 
term “sturdy” was that the unit had 
to stand up perfectly throughout the 
period of its first use. “We hadn’t 
planned on subsequent employment 
of the same piece except as maybe a 
bonus if it held up a second or pos- 
sible third time,” explains Boochever. 
Corro-set was designed as a “one- 
shot” background for meetings or 
trade show display, but sufficiently 
sturdy to stand rough one-time treat- 
ment. 


Eliminates Problems 


With its new unit, Gibraltar had 
in mind the elimination of nuisance 
problems: hours spent in erection 
and dismantling for shipping. “We 
were particularly conscious of the 
situation surrounding arrival of the 
unit,” explains Boochever. “It had to 
eliminate shipping worries, especially 
the split-second timing to make sure 
the unit didn’t arrive too late; nor 
smack in the middle of the preceding 
meeting, either. That’s why we 
planned Corro-set as a personal one- 
hand carry, in its own carrying case; 
and designed it to set up, take down 
and repack in minutes without a 
single tool.” 


Size 


In developing a size for its meet- 
ing or trade show background, 
Gibraltar wanted something “big 
enough to be impressive but not too 
big to be unwieldy.”’ Says Boochever, 
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Corrugated material was applied on wings and foil on center uprights. 


“We were not overly concerned 


about height. There’s generally room 
to spare above. We made Corro-set 
7’ 7” high, including the slanted 
header. The width, however, we 
made adjustable from 9’ with wings 
drawn in to 11’ 10” with wings at 
full spread. This gave us a flexible 
unit that could fit just about any 
hotel-room meeting situation as well 
as our own conference room.” 

To select a color, Gibraltar took a 
poll of its entire staff. “Our first 
impulse had been to play it safe, to 
turn out Corro-set in white or neu- 
tral gray. However, pastel blue won 
out by so overwhelming a margin, we 
simply had to go along,” Boochever 
reveals. 

Its pilot-model background was 
timed for set-up. First, girls were 
called in from the business office to 
read an instruction sheet and set up 
the unit. “Without any experience 
or knowledge of the display unit, our 
girls could set up Corro-set in less 
than 15 minutes,” says Boochever. 
“Of course, our salesmen who have 
become familiar with the unit in the 
field can set it up in about five 
minutes and even less if you want to 
time them.” 


Uses 


Set up, you can paint Corro-set, 
silk-screen it, air-brush it and deco- 
rate with just about anything your 
imagination might devise. Gibraltar 
found for its meeting needs that a 
small screen for films in the center 
panel is ideal. It put a flip chart on 
the right panel and a flannel board 
on the left side. This offered three 
visual aids and provided a “theme” 


_ Attraction 
but NO distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. . . 
3 hours from New York and 
Philadelphia . . . a perfect set- 
ting for meetings, conferences 
and sales outings . . . an out- 
standing opportunity to combine 
business with pleasant relaxa- 
tion. 


CHECK THESE ADVANTAGES 


Indoors 


Superb accommodations for 400 

840 seat Auditorium with Stage 

Completely Equipped Meeting Rooms 

By May, 1955 New 250 Capacity 
Meeting Room adjacent to The Inn 

3,000 Volume Reference Library 

Play Room, Television, Radio and 
Dancing 

Stenographic Services and Teletype 


Outdoors 


27-hole Golf Course * 20 miles of 
Riding trails 

Swimming in Olympic-size pool 

Tennis Club with 8 Teniko Clay 
Courts 

Two Lawn Bowling Greens 

Winter Sports—Skiing, Skating, 
Tobogganing 


EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW BEING MADE FOR 
1955, 1956 AND 1957 


For information write 
Clifford R. Gillam, General Manager 


Where in the West do you want to meet? 


Western serves the major cities 


WESTERN 


AIRLINES 


FOR YOUR CONVENTION— 
CALIFORNIA AT ITS BEST! 


We'll help you make your next convention the best yet! 
® Groups up to 700 ® American Plan @ Ample Meeting Rooms 
(No Charge) @ Beach Club and Tennis Courts Complimentary 


All convention activities under one roof . . . with plenty to do for 
relaxation. Swim in pool or sea; dancing, golf, tennis . . . exciting 
old Mexico only % hour away. 


ASHTON A. STANLEY, Managing Director 


Hotel del CORONADO 


CORONADO, CALIFORNIA 
The Famous All-Year Resort Across the Bay from San Diego 


CLOSEST TO 
CONVENTION HALL Ett) 


the Monarch 
of convention 
hotels... 


iy ROOMS & SUITES 


ATLANTIC CITY 
Write for Brochure or Telephone Atlantic City 5-4141 


700 LUXURIOUS 


copy panel on the header which is 
visible throughout a meeting. 


Few Repeat Orders 


After Gibraltar used Corro-set 
for its own meetings and began to sell 
the units to outsiders, the company 
became disturbed. “After six months, 
we noticed that the flow of orders 
came mostly from new users. With 
few repeat orders, we began to worry 
that perhaps what was ideal for our 
meetings was not efficient for others,” 
says Boochever. “So we began at 
once to check, and soon discovered 
why repeat ,orders were meager. 
What was happening is this. After 
a company used Corro-set for a 
meeting or show, the unit disas- 
sembled so easily and was in such 
good condition, the company could- 
n't bear to throw it away—even 
though the unit was bought as a one- 
time “shot” and only cost $45. So 
the one-time unit was being put to 
work many times.” 


How Much Wear? 


Just how many times this meeting 
background could stand the strain of 
use and unpacking and packing was 
a guess. “Most people would have 
said that a corrugated board con- 
struction might stand up three or 
four hard uses at most. We wouldn’t 
have said any more. That is until 
we got a report from Philip Morris 
& Co. Ltd., Inc.,” says Booch- 
ever. 

“Philip Morris took its Snap-Open 
Revue (Broadway talent) to Europe 
to entertain our men in the Armed 
Forces. It needed some kind of stage 


| background that might fit all condi- 
| tions. The company took along 
| Corro-set units as temporary back- 


ground for a couple of shows until it 
could have a more permanent back- 
ground made abroad. However, this 
is what J. M. Cahn, director of mili- 
tary sales, Philip Morris, told us 
about Corro-set : 


It Can Take It 


“ ‘Much to our complete surprise, 
the two units which we sent with the 
show not only lasted for the first two 
weeks but also covered all 98 per- 
formances.’ 

“We still merchandise Corro-set 
as a ‘one-shot’ background, but don’t 
dare estimate how many times it will 
serve,” says Boochever. 

The End 
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on en he The 1200-room Sheraton-Cadillac is the center of things in bustling 
: asiaieal Detroit. It’s a convention palace. On one floor you'll find three mag- 
nificent ballrooms, two of them connecting. On the floor above, you'll 
find ten committee rooms. There is ample exhibit space. Modern 
sample rooms -— “The Rooms of Tomorrow.”’ And for the delegates’ 
pleasure, there’s the Book Casino, the Casino Lounge, the Cafe 


IN CANADA " 9 5 A ° 
: Cadillac, the Motor Bar, and the Men’s Bar. For further information, 


; HAMILTON—Roya ame? contact Mr. Neal Lang, General Manager, Sheraton-Cadillac, or 
d Sheraton Sales Dept., 470 Atlantic Ave., Boston 10, Mass. 


the tums ae ae SEE NEXT PAGE FOR INFORMATION OF 
SHERATON “oct” HOTELS SHERATON’S CLOSED CIRCUIT TV NETWORK 


NOW-HOLD SIMULTANEOUS SALES 
MEETINGS COAST T0 COAST 


Sheraton Hotels Closed Circuit TV Network 


Now — management can talk “‘face to face” with the entire 
sales force . . . introduce a new product simultaneously to 
dealers in all territories . . . get reactions and answer questions 
from plant personnel scattered all over the country. What’s 
more — all this can be done without pulling a single key man 
from his district and without paying costly travel expenses! 

These are a few of the advantages you gain by using the new 
Sheraton Closed Circuit Television Network with a two-way 
audio pick-up in any Sheraton Hotels in cities from Massa- 
chusetts to California (or independent hotels in non-Sheraton 
cities). 

An experienced staff handles production details, assists in all 
planning, including budgeting and analysis. 

LEARN More about this newest and most modern way to 
communicate “in person” at less cost. Write to SHERATON 
CLosEp Circuit Tv, 470 Atlantic Avenue, Boston 10, Mass. 


HERATON 


The Proudest Name in 


NEW YORK 


(Non-Sheraton cities may also be included 
in the Sheraton TV Network.) 


DAIRY DIARY CAST exhibit point-of-sale material used in musical revue which drama- 


tized Dairy Industries 1955 promotional campaigns. Players know how to "'sell" message. 


Combined Industry Show 
“Sells” Dairy Promotion 


Three associations sponsor musical show at convention to 
explain non-brand promotions designed to aid milk pro- 


ducers and ice cream manufacturers. Original music and | 


lyrics help to make sales message clear and palatable. 


Popular trend toward use of in- 
dustrial entertainment as a_ sales 
medium was given a new twist re- 
cently at the combined Dairy Indus- 
tries’ Convention, Atlantic City. 

Heretofore, industrial entertain- 
ment has been used by individual 
companies to stimulate the selling in- 
centive of their own salesmen, dealers 
and distributors. However, in this 
ir stance, three industry-wide associa- 
tions banded together to tell several 
thousand milk processors and_ ice 
cream manufacturers who attended 
the convention, exactly what adver- 
tising and merchandising promotions 
were in progress on a non-brand level 
to aid individual companies in 1955, 

The Dairy Industry has been not- 
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able of recent years for its progressive 
advertising and merchandising meth- 
ods with particular emphasis on “re- 
lated selling,” the practice of joining 
forces with other food products in a 
mutually advantageous campaign. 
Nearly 30 of these campaigns have 
been scheduled for 1955, and their 
success will depend upon the ability 
and willingness of the individual 
dairy company to take advantage of 
this overall non-brand promotion. 

It was, therefore, imperative to 
acquaint convention delegates with 
plans for the forthcoming promotions 
and to do so in terms that would be 
clear and factual, and yet imaginative 
enough to arouse enthusiasm. A com- 
mittee representing American Dairy 
Assn., Milk Industry Foundation and 


DISCOVERY 


As one of our convention 
guests remarked, ‘'I rever 
knew working could beso 


much pleasure.’ 


on the Boardwalk, Atlantic City, N.J. 
Owned & operated by Leeds & Lippincott Co. for 65 years 
Write for illustrated folder 
EXECUTIVES 
R. W. LEEDS « JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. « E. D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS « |. L. HAVERLY 


LAWRENCE B. RAUGH e« GUY E. BROWN 
LEONARD G. RUNDSTROM 


FIRST . . . 
Finest... 
Friendliest 


in Minneapolis 


| For a REALLY Successful 
| Convention Choose the 


Hotel 
Nicollet 


NEIL R. MESSICK 


General Manager 


SHOWBOAT » HAVANA 


via %FLORIDA 


The perfect climax to Miami-Miami Beach conventions—a delightful overnight 
Showboat Cruise to foreign, intriguing Havana. Round-trip includes 2 unforgettable 
nights at sea, 4 delicious meals in air-conditioned dining seloon, dancing and Broad- 
way all-star entertainment, all outside staterooms. Winter sailings from Miami— 
Mondays, Wednesdays and Fridays. For the time of your life, come aboard! .. . 
from $46 plus taxes. 


For descriptive folders and full information, write: 


ootakiinataais THE PENINSULAR & OCCIDENTAL STEAMSHIP CO. 
P. O. Box 1349, Miami 8, Fic. 


PHOENIX, ARIZONA... 
Convention Paradise of America 


And the “Best Address in Phoenix” for your convention is 
the spacious Hotel Westward Ho, which combines the 
advantages of a downtown location with a desert-resort 
atmosphere. 


500 Beautiful Rooms and Patio Suites 


11 Meeting Rooms Accommodating from 
20 to 500 


Dining, Dancing and Entertainment 
Nightly 


Dining Room, Coffee Shop, Fountain, 
Cocktail Lounge 


Hotel 
Westward Ho 


In Arizona’ s World-Famous Valley of the Sun 


NOW IS THE TIME FOR THAT 
WASHINGTON CONVENTION 


it's ae back in the Capitel—To catch this new optimisti any give yew 
Association Meetings and Exhibits the added zest ona sparkle of the ne 
Weskinntos on nthusiasm—pian your activities at The Shoreham. 


Few national meetings are too mee for our facilities . . . certainly none is too small 
for careful and considerate attention 


L. GARDNER MOORE——Manager C Ko 


SHOREHAM 
Connecticut Avenue at Cakert Street 
wasiengson 8, D.C. 


International Association of Ice 
Cream Manufacturers was appointed 
to find the solution. With less than a 
menth in which to complete the job, 
the committee decided to tell its story 
in terms of a theatrical production 
and gave the assignment to Howard 
Lanin Management, New York City 
and Philadelphia. 


Conference 


An immediate conference was held 
in Washington to acquaint the Lanin 
organization’s staff with material to 
be presented. Two days later, the 
producers submitted a detailed out- 
line indicating how they proposed to 
present each of 20-odd promotional 
campaigns in theatrical form. As soon 
as the outline was approved, with 
slight modifications, writing of an 
elaborate musical revue was begun. 

Although the script involved 11 
original sketches, nine songs with 
original music and lyrics, and narra- 
tion for more than 60 slides, film 
strips and displays, it was completed 
in only eight days. 


Cast 


2 


Meanwhile the producers had re- 
cruited a cast including a dozen 
bright, young feature performers from 
such Broadway shows as “Annie Get 
Your Gun,” “Carnival in Flanders,” 
“Carousel,” “New Faces of 1952,” 
“The Girl in Pink Tights,” “Gentle- 
men Prefer Blondes,” and “Top 
Banana.” Stage designer, costumer, 
technical director, stage manager and 
property department were hard at 
work on other aspects of the produc- 
tion. Finally, after two weeks of in- 
tensive rehearsals with the director, 
choreographer and musical director, 
the show was ready for Atlantic City. 

What members of the Dairy In- 
dustry saw was a fast moving, 90- 
minute revue packed with catchy 
tunes, first rate dances and scenes 
from delightful whimsey to outright 
hilarity. Held together with forceful, 
hard-hitting exposition, “Dairy 
Diary” told an exciting story of up- 
to-the-minute promotional techniques. 


Show 


The enthusiastic audience saw a 
“whodunit” about consumer research, 
a dance sequence interpreting salads 
made with cottage cheese and canned 
fruits, an old-fashioned melodrama 
about the virtuous “April Shortcake” 
and the Confederate officer, “General 
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FABULOUS 


JUGEND BARN 


GREAT BARRINGTON, MASS. 
provides an unforgetable 
setting for 
CONFERENCES ¢ MEETINGS 
FORUMS 
o 
Comfortable, clean 
accommodations for groups up 
to 250 persons 
The best food obtainable 
Large Assembly Hall 
Country atmosphere 
Ample parking 


Recreation facilities for 
relaxation between sessions 
Golf nearby 
Exceptional Rates 
Write or phone 


L. H. CRAFTS, Mar. 
Great Barrington 32, Mass. 


Open year Phone 434 


‘round 


* Meeting Space for 2000 
Or Banquet of 1800 
Or Space for 100 Exhibits 
Three Spaces for 500 
Garden Dining for 1500 


+ + 4 4 + 


Eleven Robms Ranging in Size 
to Accommodate 25 to 125 


Free Parking in Hotel Grounds 
Largest Hotel in Atlanta 


+ + 


Adente Bill MOre 


Ww 
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Mills,” the true to life success story 
of one of their industry members and 
a questionable “Liberace” selling 
sherbet out of -a candelabra. 


Results Justify Expense 


The sales executive who has not 


| experimented with industrial enter- | 


| 


tainment asks the inevitable questions, 
“Do results justify the expense?” The 
people who picked up the tab for 
“Dairy Diary” are certain they do. 
“Sales messages were crystal clear 
although we held audience attention 
by surrounding presentations with 
entertainment,” explains Robert H. 
North, assistant executive secretary, 
International Association of Ice 
Cream Manufdcturers, one of the 
sponsors. “While there is a consider 
able amount of work involved, it cer- 
tainly seems to be justified. Operating 
shows such as we did, with a budget 
contributed by so many organizations, 
we found it was not too expensive 
and burdensome on any individual 
member, including the three national 
organizations that were sponsors.” 


Response 


Sponsors find that the audience 
not only got the messages of “Dairy 
Diary” but are responding to them. 
Many dairy companies have been 
prompted to incorporate industry pro- 
motions in their own plans for 1955 
—the best test of any such program’s 
success. 

Final proof ot the show’s success 
is the fact that preparations are now 
underway to take “Dairy Diary’ on 
a coast-to-coast tour of many key 
cities. 


Sidelight 


An interesting sidelight is the re- 
action of the professional show people 
who take part in these shows. As 
executive producer, Mike Lanin ob- 
serves: “Rather than taking an in- 
different attitude toward the sub- 
jects we deal with in our many 
industrial productions, we find our- 
selves becoming genuinely fascinated 
by the problems of industry. Even the 
kids in the chorus converse about ‘re- 
lated selling’ and ‘point of purchase 
material.’ I fully expect to get a 
sudden proud feeling when, some 
months from now, a local dairy com- 
pany’s truck drives by advertising a 
product promotion which we helped 
to introduce.” The End 


TIE sales effort 
_ together with 


Athletic teams . . . or 
SALES TEAMS . . . score 
on collective effort! 
Worn by EVERYONE at 
your campaign kick-off, 
with your trademark, 
product, or slogan col- 
orfully reproduced, Ad- 
ver-TIES will unify your 
sales team! 


Decorated with a specific cam- 
paign motif, or with your slo- 
gan or product, for repeat 
wear, this HAND MADE neck- 
wear... will fire up your sales 
meetings! Designed for you... 
dignified or flamboyant . . . 
Buy Adver-TIES in any quantity 
- one unit or a million! 


ALLIS CHALMERS 


AMERICAN 
NECKWEAR MFG. CO. 
pert. SM 
320 S. FRANKLIN ST. 
CHICAGO 6, ILLINOIS 


TRADE MARS 


America’s Finest Booths 
FOR YOUR NEXT 
TRADE SHOW 
SALES MEETINGS 
OR EXHIBIT IN 


ATLANTIC CITY 


MELTZ Studios 


2304 PACIFIC AVE., ATLANTIC CITY, N. J. 
Phone 4-3942 


Complete Show Decorating and 
Display Installation Service 


¢ DRAPES ¢ SIGNS 
¢ BOOTH EQUIPMENT 


UNDUE INFLUENCE by an extroverted visitor can lead salesman astray. 


How to Use a Trade Show to Test 


Market Potentials of New Product 


You can be led astray if salesmen's reports alone are the 
basis of sales forecasts for your new product. Your show 
participation is ideal way to get reaction to your "baby" 
but in-booth note taking can miss important reactions. 


BY JOHN T. FOSDICK © Research Editor 


It is almost standard procedure for 
a company that is about to launch a 
new product to time its release so 
that it may be displayed at the next 
big national show. 

Management feels, and rightfully 
so, that here at the industry’s show 
place is a ready-made opportunity to 
sample opinion of potential users and 
to make a “market survey” of pros- 
pects for its new product. Salesmen 
can talk with users of similar com- 


60 


petitive products and can learn 
whether the new product solves new 
problems. By noting enthusiasm with 
which this product is received in the 
industry, sales management can esti- 
mate how well it will sell—and 
where. Perhaps sales quotas or pro- 
duction schedules can be based upon 
this “research.” 

But wait a minute! Can you trust 
your results? How much weight 
should your “research” figures carry? 


While valuable leads can be ob- 
tained at your booth when you un- 
veil your new product, you can be 
misled. Have you discounted the 
natural enthusiasm of your salesmen 
who make the interviews? Have your 
salesmen listened to a man say he 
“might” use the product and re- 
ported that he “can” use it? Has the 
respondent’s firm just finished in- 
stalling or buying other products— 
which would not be replaced under 
any circumstances for years to come 
—and his “great interest” is basically 
one of comparison rather than buying 
consideration ? 

This exhibit booth enthusiasm 
works two ways. Maybe your sales- 
man has talked to a real hot pros- 
pect—but the latter did not want to 
have his buying potential known lest 
he be pestered by sales calls before 
he were ready. Maybe this prospect 
visualizes an entire new application 
and realizes that you will jump on 
him with both feet before he 
finishes tests that he would like to 
make at his own plant. What does 
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“we 


HAD WET ONG BEACH 


in Sie California 


Top Hotels—Adjacent to Municipal Auditorium 


rooms available 


Excellent Exhibit and Meeting Halls 


booths—over 100 meeting halls 


Largest Auditorium in the West 


dded new hall in progress 


Convention and Trade Show Know-How 


Gained from over 1,000 shows 


Fun—Around the Clock, Around the Year 
Sports 


Night Clubs — — Entertainment 


Hundreds of Nearby Scenic and Recreational Attractions 


Hollywood — Knott's Berry Farm — Catalina 
Mission Trails — Old Mexico 


write now for more information 


LONG BEACH CHAMBER OF COMMERCE 
200 East Ocean Boulevard 
WILTON HOTEL LAFAYETTE HOTEL M. E. TAYLOR & SON 


210 East Ocean Blvd. Broadway & Atlantic Exhibit Contractors 


1501 Oregon Ave. 
Complete exhibit and booth facilities ovailable locally 


LONG BEACH, CALIFORNIA 
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convention \ 


IDENTIFICATION 


BADGES 
a 


ADVERTISING BUTTONS 
= SOUVENIRS 


Advertising Specialties 


BIG LINE, attractive, useful and prac- 
tical ems. Key Tags, Rulers, Card 
Cases, Pocket Knives, The 

Tape Measures, Spinning Tops, Clothes 
Brushes, Pocket Mirrors, Computers, 
Calculators, Calendar Cards, Blotters, 
Signs, Letter Openers, and many other 
clever specialties for every occasion. 


he do then? He hides his interest 
and you miss an important new field 
to explore. Your salesman may never 
have recorded his name in the hub- 
bub of new-product launching be- 
cause he appeared so uncommunica- 
tive. 

What am I trying to say? Simply 
that you must weigh carefully the 
reports of interest and market po- 
tential turned in by your salesmen 
who demonstrate a new product at 
your exhibit. They are so busy ex- 
plaining and talking about the new 
“baby” that they .can’t record ac- 
curate response—assuming, of course, 
the response were always apparent. 

While your salesmen may not be 


| able to give you accurate and re- 


liable market data under exhibit 


This statistical basis may not come 
out of the contacts made by your 
own sales force; first, because sales- 
men are so busy talking with visitors 
(prospects for your new product and 
for your regular, established lines) 
that they do not have the time to set 
down an overall appraisal of reaction 
to the new product. They may lack 
training, too, in such objective analy- 
sis, and they may be influenced too 
easily by one very outspoken critic. 
One particularly vocal visitor may 
make a great deal more impression on 
a salesman than three or four non- 
extraverted individuals who may be 
able to provide much more accurate 
response to your product’s market- 
ability. 


| pressures, you may turn your show 
participation into an accurate, re- 
liable measure of market potential. 
To do this you simply check results 
of your salesmen’s interviews by in- 
dependent research conducted at the 


WRITE for catalog, samples, and 
prices, stating probable quantities 
required. 


PARISIAN 
NOVELTY COMPANY 


OC. 


- 
‘.* 


Contrast 


> oes 


3510 So. Western Ave. 
Chicago, Ill. 
Manufacturers Since 1897 


Look at the FREE HELP 


you Il get for 


We arrange room 
reservations 

Arrange banquets, parties 

Furnish programs, badges 

Supply photographic 
coverage 

Arrange publicity 

Plan side trips, 
excursions 

Register delegates 


WRITE P. 0. BOX 2109 
TELETYPE RE 46 RENO, HEYADA 


f the 
RENO CHAMBER OF 
COMMERCE 


show but away from the limits of 
your booth. 

Independent. research interviewers, 
without bias or enthusiasm, can ap- 
proach key questions with a cold, im- 
partial eye. They can ask a cross 
section of show visitors whether they 
noticed a new product such as you 
displayed and, if so, did they know 


| who was exhibiting it. Interviewers 


can ask whether the visitor could 
use a product like this in his business, 
or thought he could with modifica- 
tions. They could ask what changes 
need be made in size, color, operat- 
ing characteristics, materials of con- 
struction or other design to make this 
product fit the respondent’s needs. 
Since no names are being recorded 


| by research interviewers, and no in- 


booth enthusiasm is being brought to 
bear, answers obtained would not be 
influenced either by the fact that the 
respondent did not wish to reveal his 
company’s interest, nor to the fact 
that he was saying “Yes, we might 
use that” merely to get the salesman 
to relax. his pressure. 

Thus, a study of this type is a con- 
trol on reliability of the necessary and 
more detailed information that can 


| be secured by your specially trained 


sales personnel who talk “facts and 
figures” with potential users. Each is 
a check on the other. A composite of 
both provides sales management with 
ideal tools for market potential 
evaluation. 

The audience study, since it prob- 
ably will embrace many more con- 


| tacts, with a cross section of all 


visitors to the show (not just those 


| attracted to your booth), provides a 
| better base for statistical analysis of 
| market potentials of your product. 


Contrast your salesmen’s in-booth 
note taking between demonstrations 
with an independent survey outside 
the booth which assures that the same 
questions are covered with each re- 
spondent in the same order—without 
interruption or influence from 
arguments advanced by your sales- 
men. 

Note, too, that an independent 
study, removed from the vicinity of 
your exhibit, leaves the respondent 
in a position where he is more likely 
to think out his answers and to in- 
clude comparisons with other prod- 
ucts that might be used instead of 
yours—products that he might not 
have thought of during talks with 
your sales force. Away from your 
booth, your research interviewers 
need not be identified with your com- 
pany and are in the best position to 
get truthful answers instead of 
answers the respondent believes you 
might like to hear. 

New product research by trained 
independent researchers can give you 
a quick, thorough and reliable basis 
for your appraisal of sales potentials 
for your new product. It is an added 
tool to detect opinions that might take 
months to uncover—often too late to 
be of help in launching the new prod- 
uct. It is a gauge of your sales 
force’s preception and ability to strike 
the core of your sales situation with 
reference to your new product. 

Next time you unveil a new item 
at a trade or industrial show, con- 
sider independent research carefully. 
There are few things that will pro- 
duce tangible results more quickly or 
at such reasonable cost as this phase 
of marketing planning. 

The End 
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Worried about your next sales meeting? 


We know how you feel. 


Everybody passes the buck to you and some- 
times it’s more than a man should be asked to 
bear. 

But here’s one problem you can gracefully — 
and wisely—escape. It’s the old headache 
about what liquor to order and how much will 
be needed. 


That’s where the nearest Hiram Walker Dis- 


trict Office can come to your rescue. Call the 
top man in that office and unload your trou- 
bles on him. He knows the ropes, knows the 
local hotel managers and maitre de’s, knows 
from experience what kinds of liquor will be 
required and how much. 


You'll find him in the local telephone direc- 
tory. His counsel is yours for the asking. And 
he can make your job a whole lot easier. 
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How to Be 
A Clever 


Conventioneer 


PLAN YOUR 


SALES CONFAB 


OR YOUR 


CONVENTION 


AT THE 


FUN ann SUN 


SPOT OF AMERICA 


| BY E. D. PARRISH 
Director of Sales 
| Chalfonte-Haddon Hall 


CONVENTION BUREAU 


NEVADA 
CHAMBER OF COMMERCE 


= 310 * 


| You have to prepare your trip to a convention the same 
way you plan an intensive sales call. Here are 12 "musts" 


_ to help you get the most out of any convention you attend. 


a 
Follow the lead of these distinguished 
groups. They choose only the best— 
and they chose (and enjoyed) Nipper- 
sink Manor for their business meetings. 


Deepfreeze 
Western Electric Mdse. Club 
Crowell-Collier Publishing Co. 
Oscar Mayer & Co. 
National Life Insurance Co. 
Perfection Gear Corp. 
Allen Bradley Co. 


Follow the lead of the nation's top 
“convention brains”. Assure success 
for YOUR next convention, meeting or 
outing. Choose 


wMippersink 
Wanor 


Genoa City, Wisc.—65 miles from 
Chicago 


A luxury resort hotel with perfect 
facilities plus no “big city" distrac- 
tions. 


Write or phone for complete details 


Shinderman Management 
675 N. Ceettege Ace. Caieree 11, mm. 


Sam Lippert 
Convention Mgr. 


Like every other institution in 
American life, the national conven- 
tion comes in for its share of satire, 

| criticism, debunking and just plain 
| jibing from time to time. There is 
nothing wrong with that. Our 
| generation has learned to laugh at 
itself. We take our jobs seriously, 
but still have fun doing a good job. 
| As staff members of one of the na- 
| tion’s largest convention-resort ho- 
| tels, we at Chalfonte-Haddon Hall 
have a wonderful opportunity to ob- 
serve advantages and shortcomings 
of conventions—several hundred a 
| year. We can pick out faults, laugh 
at foolishness and discard them both. 
At the same time, we can keep hold 
of good things that conventions have 
to offer and expand on qualities that 
| are worthy of expansion. 
| Because we are part of the faceless 
| service of a well operated, modern 
| hotel, we rarely have the opportunity 
| to speak up on the subject, but I be- 
| lieve that our collective observations 
might add something constructive to 
the great American Convention. 
| There are many suggestions we 
could make to committees and paid 
staff members who run conventions 
for associations and companies. But 
that would take a book—a book 
which, by the way, we may prepare 
one of these days. 
First thing that needs improve- 


ment about conventions—and the 
thing that could be most readily and 
effectively improved—is the conven- 
tion delegate. 

This observation applies almost 
without exception to every conven- 
tion. It is true whether the program 
committee has done its work well, 
has gone off on a tangent or has just 
fallen down on the job—and we see 
all kinds. 

In discussing this problem with 
my fellow staff members, we all agree 
that it is often shocking to see how 
many delegates waste opportunities 
that a convention opens up to them. 

It is this lack of personal prepa- 
ration and determination to make the 
most of a convention that, in our 
opinion, has resulted in some recent 
debates questioning the value of our 
expanding convention system. It has 
been said that convention participa- 
tion is growing out of proportion to 
its value—that the convention is an 
octopus which cannot be avoided and 
that, once embraced, cannot be re- 
linquished. 

We believe that conclusions of 
this type are neither rational nor 
true. 

The American business system 
owes much of its success to a con- 
tinuing search for self-improvement 
and to a unique willingness to swap 
trade secrets with competitors. 
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Old Forester 


is chosen by more 
sales executives for en- 
tertaining, conventions, sale 
meetings and sifts than any 
other American whisky, according 
to an impartial survey conducted by 
SALES MANAGEMENT magazine, and 


now Old Forester proudly brings you... 


An Intriguing New Way 


to Spotlight Your Most 


Important Business 


Occasions! 


in Style A 
KENTUCKY STRAIGHT BOURBON WHISKY~ 100 PROOF - BOTTLED IN BOND 


BROWN FORMAN DISTILLERS CORPORATION - AT LOUISVILLE IN KENTUCKY 
Orss0— See next page for complete details... 


Vtatnals 


Old Forester 


in its new “business suit” adds that 
personal touch that makes a con- 
vention or sales meeting something 
everyone will remember. 

Now your company can have a 
special bottling of this famous bour- 
bon with any wording you want 
printed right on the label. Names! 


Dates! Places! Occasions! 


DOZENS OF PERFECT USES! 


Sales Meetings « Conventions . Business Gifts 
Incentive Drives « Sales Prizes « Banquet “Place Cards” 
Souvenirs ¢ Fraternal Groups « Private Company Bars 


Business Clubs, etc. 


HERE ARE A FEW EXAMPLES OF LABELS 
YOU MIGHT USE: 


Style C 


World-Famous Since 1870, "There is 
nothing better in the market” 


For over 84 years, Old Forestér’s rich, hearty flavor has 


been recognized as bourbon at its finest, bourbon that 
compliments the man who serves it as well as the man 
who drinks it. Executives, particularly, have made it their 
overwhelming favorite, and we’ve always been especially 
proud of that fact. That’s why we created this special 
packaging design— in the hopes we can return the favor, 
and help you give your important business occasions that 


extra touch of excitement that’s so important. 


TRANS-CANADA AIR LINES 


is first to introduce the swift, smooth, 


restful flight of the 


VISCO 


Powered by Rolls-Royce propeller-turbine engines 


The four Rolls-Royce propeller-turbine engines of the Vickers 
Viscount bring you a new and completely different experience 
in air travel —a swift-winged ease of flight remarkable for its 
quietness and lack of vibration. 
Already the Viscount has won acclaim on European routes, 
where it has logged more than two hundred million passenger 
miles. Now you can know the restfulness of Viscount travel. 
As you cruise at an effortless five miles a minute you lean back SCHEDULED FLIGHTS of *he TCA Viscounts 
‘ ‘ : ; i will begin shortly, flying U.S.-Caneda and Cana- 
and enjoy a panoramic view framed in the largest of aircraft diet intercity routes. Pals $8 be te il the Tous 


windows. The deep-cushioned, two-abreast seat, the brightness to fly Viscount. No extra fare, Group Travel 
: and convention discounts. Consult your travel 
agent or the nearest office of Trans-Canada Air 
one - - * . . ° nec i la Or ; = Detrai+ a. 
conditioned comfort of its pressurized cabin — every detail of Lines in New York, Chicage, Detroit (Windsor), 
Cleveland, Boston, Seatile-Tecoma, Tampa-St. 
Petersburg, Los Angeles. 


th) TRANS-CANADA AIR LINES 


One of The World's Great Airlines 


and charm of the beautifully appointed interior, the even, air- 


the Viscount is designed to add pleasure to your trip. 
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THE 


ONVENTION 
ROSSROADS 


BEST LOCATION on 
Miami Beach . . . Lincoln 
Road and Collins Ave., 
on the ocean... only 2 
short blocks from the 
Municipal Auditorium. 


BANQUET and 
CONVENTION HALL 
seating |000. 

FIVE additional 
Meeting Rooms seating 
25 to 400. 

350 DELUXE ROOMS 


COMPLETELY 
AIR-CONDITIONED 


Wire or Write 
R. H. “Dick” FREY 
Sales & Convention 

Director 


James J, Carroll 
Manager 


ON THE OCEAN AT LINCOLN ROAD 
MIAMI BEACH, FLORIDA 


BUSINESS 


MEETING PLACE 


OF THE 
SOUTHWEST 


A location that is the very center of 
convenience; accommodations 
designed for business men and 
priced to fit business budgets; 

years of “know how”—this is a 
sure-fire successful combination 
for your sales meetings and 
conferences in Phoenix. 

The next time you plan a business 
affair of any kind in the Southwest, 
write or telephone the Adams-—let 
us show you how our infinite 
attention to the details of your 
requirements can guarantee you the 
greatest meeting you've ever staged. 


Write now for illustrated floor plans 
showing available accommodations 


ADAMS FEATURES 


Sky Patio and Pool * Drive-in Auto 
Lobby * Year round air conditioning - 
24-hour Coffee Shop * New Phoenician 
Room * Health Club + 1-day laundry 
service * 24-hour taxi service and self- 
drive cars at door * Ticket offices 

for TWA, American, Bonanza & 
Frontier air lines * 350 rooms and 
suites from $7 single, $8 double. 


HOTEL 
ADAMS 


PHOENIX, ARIZONA 
Telephone: Alpine 3-1131 
Teletype: Px 284 


JOHN A. ROCKWELL JACK J. KANE 
res. ° Gen. Mgr- 


THE ONE HOTEL IN PHILADELPHIA DESIGNED FOR YOUR MEETINGS 


Central Location—nearest to theatres, clubs, shops 


ie 1 meeting rooms — 10 modern rooms accommodating from 
to 1 


Audio and visual equipment—these selling aids available for your meeting 
Ample parking facilities—adjacent garage for 600 automobiles 
Superior food and beverage—served in air-conditioned comfort—for dining 


and banquets 
PLUS 2 Newly Renovated, Air-Conditioned 


Ballrooms Accommodating 500 persons. 


HOTEL 


ylvania 


BROAD and LOCUST STS. 
Wm. H. Harned, Gen. Mgr. 


PHILA. 7, PA. 


PEnnypacker 5-7200 
Teletype PH-95 


Competitive cooperation is mani- 
fested in the national growth of these 
association conventions. During the 
coming year, more than 9 million per- 
sons will attend some 20,000 associa- 
tion meetings scheduled for metro- 
politan or resort hotels. Another 2 
million will attend 66,000 company 
sales meetings. 

The multitude of businessmen who 
spend upward of $2 billion for con- 
ventions annually know, without 
question, that group meetings are the 
most economical and _ productive 
methods of establishing effective trade 
and business communications. 

Just to see what would come out 
of it, I have asked my fellow staff 
members at Chalfonte-Haddon Hall 
to write down points that they be- 
lieve are most important—things for 
a delegate to do—to get most out of 
a convention. Here is an even dozen 
of their pointers: 

1. Plan your own participation 
in the convention from the moment 
you decide to attend. 


2. Avoid disappointment; make 
your reservations far in advance. 
State plainly the type of hotel room 
you would like and the price you are 
willing to pay. If your plans are un- 
expectedly changed, you can cancel 
your reservations without obligation. 

3. Write or telephone men from 
distant places—men you hope to sit 
down with during off-hours at the 
cenvention—and make appointments 
to get together. 

4. Check over personalities appear- 
ing on the program. Are there any 
men here whose experience makes 
them able to give you a general steer 
in the right direction? Make sure 
you attend their sessions and, if neces- 
sary for additional information, see 
them afterward. 


5. Jot down specific problems that 
now confront you in your business. 
Plan to find men at the convention 
who can discuss them, help find a 
solution. 

6. When you get to the convention, 
check the list of delegates to make 
sure you do not miss an opportunity 
to visit personally with distant cus- 
tomers or friends. ; 

7. Capitalize on meal-time hours. 
Arrange to eat with different groups 
of business friends each meal. Amer- 
ican Plan conventions—meals _ in- 
cluded with price of hotel accommo- 
dations — encourages group dining 
and avoids embarrassment and ex- 
pense of getting stuck with excessive 
meal checks. 

8. Make a point to see and be seen 


| by all of your competitors. Swap a 


story or an experience with them. 
Let them realize that you are a co- 
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operative competitor. 

9. Plan to spend at least some time 
with old friends and new in an old- 
fashioned bull session. Many a tip, 
more valuable than any in the best 
planned program, is dug out of just 
such informal talk. 


List Acquaintances 


10. Keep a list of all new acquaint- 
ances made at the convention. Write 
them when you get home and keep 
in touch with them between sessions. 

11. Know your limitations. Over- 
abundance of food and drink and un- 
derabundance of sleep make Jack— 
or anyone else—a dull boy. 

12. And, speaking of Jack, the old 
adage has it that all work and no 
play has a similar effect. Wher- 
ever your convention is held, there 
are things of interest to see and do. 
Find out abeut them as soon as you 
get to your hotel and plan to inter- 
rupt your hard work at the conven- 
tion with some good old-fashioned 
hard play. We are in a good position, 
at Chalfonte-Haddon Hall, to ob- 
serve delegates at play as well as at 
work. And we know that many of 
those who get the most out of a 
convention business also make the 
most of the recreation opportunities 
offered. 


Get More 


Any delegate who follows all 
12 of these points faithfully will 
get more out of his next convention. 

And, if we’ve missed any, we'd be 
glad to swap with yours because 


we're suggestion collectors ourselves. 
The End 


~ ORCHIDS 


to the ladies — flown from Hawaii 
for a few cents each! . . . to 


¢ Introduce New Products 
¢ Introduce New Models 
¢ Increase BUYING Traffic 


and you'll get 


MORE SALES! 


Write today for new price list and brochure 
of many HAWAIIAN FLOWER GIFTS for 


promotions. 
Dept. SM 104 


H. ©: KRUEGER-FLOWERS OF HAWAII 


670 S. Lafayette Pk. Pl., Los Angeles 57, Calif. 
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impress 
Miami Beach’s NEWEST Luxury Hotel 


Featuring a Convention Ball Room with banquet facilities for over 800 per- 
sons...4 additional Meeting Rooms —Special Display Areas— Penthouses... 


Huge salt-water swimming pool... private 
beach... night club... fully equipped Turkish 
Bath ... complete entertainment program. 

++. and for convenience: 


Ideal oceanfront location convenient to golf 
... racing ... deep sea fishing ... shopping... 
theatres and night clubs...Compietely Air 
Conditioned with individual thermo control 


: ss in every guest room. 

: W rite for Color Folder and Convention Specification Sheet : 
William Stubbs, Convention Manager 

DIRECTLY ON THE OCEAN—43rd to 44th Streets— Miami Beach, Florida 
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JOKAKE INN 


TWIN DESERT INNS At the foot of color- 


ful Camelback Mountain in the heart of Phoenix’ famous resort area 
—two of America’s most luxurious resorts—both Alsonett Hotels. Two 
swimming pools—golf courses—private stables! Accommodations for 
groups up to 400. Nine conference rooms available—beautiful new 
Valley Room seats 500. For further information, write: 


SALES MANAGER .. . 6150 E. Camelback . . . Phoenix, Arizona 


ye 
prt ts 


PARADISE INN 


“Right in the heart of ‘everything yet only 
nine minutes from downtown L.A.” 


» HOTEL 


Beautiful newly decorated rooms 
and suites at attractive rates from: 


house radios and TV sets. 


Single: 36,00 Doubles $8.00 
Suites $15.00 
Meeting Rooms Banquet Rooms 
Parking Convention Facilities 


Rooms and suites equipped with Westing- 


ALL THE SERVICES OF A 
GREAT HOTEL 


M. A. Bradbury 
Vice Pres. & 
Gen. Mer. 


DIVIDED INTO GROUPS, men hash over what is said in introductory talks. 


Conclusions of all discussions are distributed later. 


Ever Try a Formal Bull Session ? 


Good ideas become everybody's property quickly at an or- 
ganized experience-swapping session. It is possible to cover 
more ground in less time than straight talks interrupted by 
questions. Arguments are avoided and everyone has his say. 


BY W. T. ROSSITER 
Sales Training Director, Dow Corning Corp. 


When your sales representatives 
are all graduate engineers, most of 
them recruited from laboratory 
service, how do you keep them up to 
date on an ever-increasing line of 
specialized and technical products? 
More to the point, how do you keep 
them up to date on the proper tech- 
niques of selling them? 

One way is to call them all to- 
gether and “tell ‘em.” That’s what 
we used to do. Once a year, an entire 
week was devoted to consecutive 
meetings which laboratory, 
legal, management and 


during 
production, 


FOR S 


Training Films. Ene. 150 west 54th stREET, NEW YORK + CO 5-3520 


< PECTACUL 


sales chiefs briefed the entire sales 
force on the latest developments. 
Knotty problems were heatedly de- 
bated to a standstill at the expense 
of the speakers’ time schedule. During 


their free time, the men conferred 


with laboratory people or just sat 
around comparing notes and swapping 
experiences with each other. And, de- 
spite our formal effort to “tell em,” 
many of them told us they gained the 
most help on some of their own par- 
ticular problems from these free and 
easy bull sessions. 

This year we remembered that and, 


we believe, put it to good advantage. 
Instead of a succession of talks in- 
terrupted by questions, we organized 
a series of conferences, or more or less 
formal bull sessions on pertinent sub- 
jects. 

Here’s how it was done: Men were 
divided into groups of 12, with a 
branch manager or product manager 
as group leader. Introductory talks 
by field authorities were limited to 
five minutes each. Immediately after 
each talk, various conference groups 
got together and hashed over for 20 
to 50 minutes what had been said and 
their opinions on the subject in gen- 
eral. Group conclusions were sum- 
marized by the leader; summaries 
voiced by all groups were summarized 
again by the sales conference leader 
before the next speaker started. _— 
conclusions were later distributed ; 
part of a Conference Notebook as a 
permanent record for reference. 

As a result, the sales meeting cov- 
ered more ground, more thoroughly, 
than ever before. Time wasted in in- 
volved discussions and arguments was 


e4¢ PL 


AR. PRESENTATIONS 


ANNING, 
PRODUCTION AND STAGING 


Fully automatic 
sound-coupled 
projection, in 
color or black 
and white. Port- 
‘able equipment. 
Screen-spread 
up to 48 feet. 
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Yyou are booking for an exotic background, luxury 
facilities and an environment distinctly different .. . 
one that will insure:the immediate success of the occasion . . . whether 


it is for a particular group, a meeting or a convention . 


. . then select 


the British Colonial, here in Nassau, loveliest island in the Bahamas. 
The New World’s most fascinating “Old World” town, colorful streets, 
flower-decked houses, ancient forts and native markets that will add to 
the enchantment of the business holiday for your entire group. 


RECREATIONAL FACILITIES: 
Go_r——Guest privileges at Bahamas 
Country Club, 18 hole course. Swim- 
MING—large outdoor pool on grounds 
and surf bathing from private beach on 
hotel grounds. RIDING, DEEP SEA FISH- 
ING, WATER SKIING (instructor), SAIL- 
BOATING. DANCING (nightly). 


MEETING & BANQUET ROOMS: 
Several rooms of varying sizes avail- 
able for private meetings, luncheons 
and dinners, taking care of up to 400. 


Reginald G. Nefzger, General Manager 


LIQUOR FACILITIES: Complete. 


CONVENTION SEASON: Groups can 
be handled to January 15 and after 
March 15 to September Ist. 


CAPACITY: Sleeping accommodations 
for 400. 


UNITED STATES REPRESENTATIVES 

ROBERT F. WARNER, INC. 

NEW YORK—588 Fifth Ave —JUdson 6-5500 
BOSTON—73 Tremont St —LAfayette 3-4497 
CHICAGO—77 W. Washington St —RAndolph 6-0625 
WASHING TON—Investment Building— 


HOW TO REACH: By air, British Over- 
seas Airways (B.O.A.C.) direct from New 
York to Nassau. OR by plane or train to 
Miami and Pan American World 
Airways or B.O0.A.C. to Nassau; 
by ship, New York to Nassau, 
weekly service 8.8. Nassau, or 
S.S. Nuevo Dominicano, Miami 
to Nassau, and Cruise Ships 
from New York to Nassau — 
Cunard and Furness Lines, ete, 


CANADA—280 Richmond St., Toronto—E mpire 3-2693 


British Colonial Hotel 


NASSAU, BAHAMAS 
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1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 
huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
and stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention  stoff. 
Color brochure on request 


The South’s Largest and Finest 
Convention Hotel 


ALABAMA 
HOTEL ADMIRAL SEMMES 
HOTEL THOMAS JEFFERSON 
DISTRICT OF COLUMBIA 
HOTEL WASHINGTON wi 
INDIANA 
HOTEL CLAYPOOL 
LOUISIANA 
JUNG HOTEL 
HOTEL DESOTO 
NEBRASKA 
HOTEL PAXTON 
NEW MEXICO 
HOTEL CLOVIS 
SOUTH CAROLINA 
HOTEL WADE HAMPTON 


NEW YORK—Murray Hill 66990 
CHICAGO—Mohowk 45100 


AFFILIATED NATIONAL HOTELS 


Mobile 


Columbia 
TELEPHONE 


TEXAS 
HOTEL STEPHEN F. AUSTIN Austin 
HOTEL EDSON om 


vez Gulveston 
HOTEL JEAN LAFITTE Gelveston 
Cc Courts Golveston 
Golveston 


HOTEL MENGER 
ANGELES COURTS 
VIRGINIA 
HOTEL MOUNTAIN LAKE Mountoin Lake 
HOTEL MONTICELLO Norfolk 


WASHINGTON—Executive 36481 
MEXICO CITY—10-4800 


New Orleans 
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| avoided. Yet, everybody had plenty 
of opportunity to have his say. The 
meeting closed with a feeling of gen- 
uine accomplishment. 
SALES MEETING SOON? 22.202 
| the conference technique, we slipped 
Lactate up here and there. Next time we'll 
Pick any city in the heart of America . . . ‘know better. Here are sigh on 
from the Rockies to the Mississippi, from most important points we tearne 
Canada to Mexico... then relax. Our about proper procedure. You may be 
Convention Bureau will take care of all your able rade a s -— list in df 
transportation problems. We'll be glad to Pe. coer ee ee eee 
arrange a before-or-after tour of Latin 1. The “conference” idea really 
America, too, from any point on works. It’s not as stuffy as it sounds. 
er" the Braniff system. 2. Plan carefully and well in ad- 
; Te vance. Insist, for instance, on outlines 
§ OU ahead of time from your speakers. 
Write: Convention Bureau, Then you'll know—and, more im- 


Braniff International Airways, portant, they’ll know—what they’re 
Love Field, Dallas, Texas going to say. 


3. Conference leaders must guide, 
not force, discussion. Don’t expect 
e them all to produce the same clear- 
\ cut conclusions from each group. 


4. Vary your program. We inter- 
5 spersed lab talks with sales talks, and 
— used film strips and movies as well as 
awy i ‘ speakers. 
es, oAliy 5. Limit size of conference groups 
and vary their membership for fresh 
viewpoints. Prepare your conference 
leaders for their job by study of the 
AMA Manual on “Conferences.’’ We 
found it helps to list members of each 
individual conference in advance—in 
print. 


6. Budget your time accurately and 
stick to your budget at all costs. We 
cut off several speakers and all con- 
ferences early, but no great loss seemed 
to be suffered. 


7. Allow for breaks and for a cer- 

| tain amount of free time during work- 

ing hours to permit men to confer 

| with your technical people on indi- 

vidual problems. If you don’t, they'll 

take time anyway—at the expense of 
your carefully planned meetings. 


mt er 8. Eliminate the “important phone 
la calls” or “can’t leave the office” alibis 
7g : by keeping a phone open and a girl 
“This ts all very heavenly . . *d tr rh Re: . . . 
ous ad cent ae Miant Book™ a handy, v9 -anewer it and notify those 
. , : o _ wanted. This girl can also take down 
Memorable for ever after your group summaries as _ they’re 
7 a convention at the 3 top hotels on wonderful Miami Beach. given. 
ocated side by side and directly on the ocean, The Sans Souci, t 
The Saxony, and The Sea Isle provide 750 luxurious bedrooms, 14 9. No fancy conference rooms are 
meeting rooms seating from 50 to 600... banquet rooms seating up necessary. Your groups can concen- 
to 500, with outdoor banquet facilities for 1500. Two famous | trate on their own discussions with 
nite clubs with dancing and shows nightly . . . 2 coffee shops. . . the help of a few screens (see cut). 


7 dining rooms. . . 7 cocktail bars. . . 3 luxurious swimming pools IRR ; . 
with cabanas and 800 feet of private beach. Convention-trained Other tables will be audible—but 


personnel, Every function personally supervised. European, they'll be ignored. 
i ym “ vy mt ae acer optional. 10. Don’t be surprised to learn that 
completely air-conditioned. Competitive rates. -engineers and technical men know 


more about selling than you might 
think. They should, actually; they 
have the experience. And the bull 
hotels session conference makes these good 


’ ’ ideas everyone’s property. 
SIDE BY SIDE ON THE ATLANTIC OCEAN @ MIAMI BEACH, FLORIDA The End 
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Convention Favorite 
“Host to the Nation” and to many thousand convention 
delegates each year, the Affiliated National Hotels have the 
“Know-how” and the facilities to make your meeting click. Your 
choice of 18 prominent cities, experienced convention staff 


in each. Address Convention Dept:., Affiliated National 
Hotels, P. O. Box 59, Galveston, Texas, or call Galveston 5-8536 


San Antonio, Tex. 
MENGER HOTEL 


CELLO HOTEL 


Columbia, §. C. 
WADE HAMPTON HOTEL ®Y. 


THOMAS JEFFERSON HOTEL CACTUS HOTEL 
Beaumont, Tex. 
EDSON HOTEL 
WASHINGTON HOTEL STEPHEN F ‘AUSTIN HOTEL 
El Paso, Tex. Mobile, Ala. 
CORTEZ HOTEL ADMIRAL SEMMES HOTEL 


CLAYPOOL HOTEL BROWNWOOD HOTEL 
Galveston, Tex. Lubbock, Tex. 


GALVEZ HOTEL LUBBOCK HOTEL 
BUCCANEER HOTEL c 


New Orleans—DeSoto Hotel Clovis, N. M.—Clovis Hotel Dallas, Tex.—Travis Hotel 
Other Affiliated Marlin, Tex.—Falls Hotel Galveston, Tex.—Jean Lafitte Hotel, Coronado Court 
National Hotels Hotel, Miramar Courts San Antonio, Tex. Angeles Courts 
Mountain Lake, Va.—Mountain Lake Hotel 


AFFILIATED NATIONAL HOTELS 


SALES OFFICES 
New York—Murray Hill 66990 Washington—Executive 36481 
Chicago—Mohawk 45100 Mexico City—10-48-00 


IMMEDIATE INFORMATION AVAILABLE BY LOCAL TELEPHONE rf THESE CITIES: 


w 


For Flexible Facilities 
in midtown New York 
Make Yours a 


‘Bilesere Meeting or Convention 


Offering 22 air-conditioned meeting rooms for groups of 10 to 1,000, the world. 
famous Biltmore is ready to tailor its facilities and service to the exact require- 
ments of your next ec is: meeting or trade show. Six popular restaurants . . . a 
supremely central location . . . a wide range of distinctive, outside rooms and suites. 
Let us tell you today how our complete, well-trained staff can relieve you of many 
details, and work with you to assure a successful, smooth-running convention. 


Paul F. Chatelain, Promotion Manager 


mea oR ‘\\) Ze Biltmore 


Madison Ave. at 43rd St., New York 17 
MUrray Hill 7-7000 - Teletype: NY1-3494 


Frank W, Regan David J. Martin 
President : 
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AS THEY APPEARED IN 1915, Myers sales force is all set with sample cases. 


Conferences have come a long way since. 


FIELD TRIPS, company finds, help to break classroom monotony during week-long sales conference held nowadays. 


What 50 Years’ Experience Teaches 


Since 1903 when Myers travelers” first gathered in the 
shipping room for a three-day conference, the company 
has been staging sales meetings. Here's what Myers has 
learned by trial and error with its half century of conclaves. 


Fifty one years ago last August, 
20 salesmen convened in a marked-off 
area of The F. E. Myers & Pro. 
Company's shipping room for a three- 
day sales conference. ‘There, while 
sitting on porch swings, they listened 
as an earnest sales manager extoled 
the quality of Myers pumps and 


72 


other products. 

Only relief from a sweltering sum- 
mer heat was an occasional trip to 
the water bucket. Only break in the 
steady drone of the sales manager’s 
voice was to allow the travelers (as 
they were called then) time to gather 
around one of over 100 models of 


pumps which had been arranged on 
the floor adjacent to the conference 
area. 


The Changes 


If the travelers of that day would 
have witnessed the most recent Myers 
sales conference, they would have been 
surprised, if not startled and, per- 
haps, envious. The 46 district man- 
agers, salesmen and trainees who at- 
tended the latest sales conference, a 
five-day program in October, sat in 
a well-lighted and ventilated room, in 
leather-backed chairs and at writing 
desks. They listened to eight members 
of sales management, experts in their 
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f ; ey Ese am 
j ® Air-conditioned r af ‘ Ad 
j ° * Olympic F 
sound-equipped 2 ‘ iu) cx ; a 
meeting rooms far a \ * 4 tents courts 
25 to 1200 _ . 
* World-fameus food, i SS eel — —— ‘5 
Americen plén tate bs a , : . # 
* Ample exhibit space * Magnificent shops 
*¥ Entertainwient ae \ ae * Cocktail lounges 
progrars for y ; 4 f 
the ladies : E $ : 
*® 800 ft. of ocean 
beach 


* Movie Theatre 


* 18 hole golf course 
* Country Club 


y 


*3 ‘curd rooms 
*® Dancing nightly 


Your convention enjoys a “world of — at your consfant service. And when it 
its own” on this magnificent, all- 
inclusive resort estate, where a wonder- 


comes to facilities, just ask the dele- 
fully cordial and efficient staff, skilled in the 


gate who's been here: 15 acres of un- 
matched attractions and acc 
art of catering to the nation’s top groups, is 


gleetia 


The perfect location for work and relaxation! 
SUGGESTION: IT’S NOT TOO EARLY TO WRITE US NOW FOR CHOICE DATES FOR THE 1955-56 SEASON. 


Polywood Beack’ itotel 


HOLLYWOOD-BY-THE-SEA IN FLORIDA 


John W. Tyler, General Manager @ N. Y. Office: 400 Madison Ave., Phone MU 8-6667 
Chicago Office: 505 N. Michigan Avenue, Phone Superior 7-1563 ” 
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individual fields, talk about and show 
various Myers products with the help 
of varied visual aids. Latest sales con- 
ference program was variated by 
morning and afternoon soft drink 
breaks, field trips and a tour of the 
Myers plant. 


Learn More 


Myers travelers of 1903 learned 
about products. Salesmen of 1954 
learned about products, their markets, 


Yes! Available for 
Your Conferences 


... the Famed Advantages of 
America’s Fabulous Resort 


Distinctive - 


i 


Unexcelled Facilities for 

Conventions and Meetings 

during November, December, 
January and April 


Besides the pleasures of a luxury 
resort, the Arizona Biltmore offers de- 
luxe rooms and suites accommodat- 
ing 350 people . . . a large dining room 
seating 350 to 400. . . a theatre audi- 
torium accommodating 250, with 
stage and 35 mm and 16 mm pro- 
jectors . . . several meeting rooms in 
sizes suitable for 25 to 100. . . also 
various recreational and informal 
meeting areas. 


Your delegates enjoy the service 
that the Arizona Biltmore is renowned 
for, as well as its famous leisure time 
diversions . . . its championship 18- 
hole golf course . . . tennis courts... 
colorful swimming pool and cabanas 

. . fiding stables and scenic trails. 


For rates and other information, 
Write George Lindholm, General Manager, 
the ARIZONA BILTMORE, Phoenix, Arizona. 


people who make the products and 
the reasoning behind their production. 


Not Unique 
What Myers has learned in 51 


years of sales conferences is not 
unique nor different than that ex- 
perienced by many others. But a point 
here, a technique there, which Myers 
has picked up by trial: and error, 
might be beneficial to those in other 
companies who plan sales conferences 
and training programs. 


The i) New" 
STANLEY RESORT 


- ESTES PARK, COLORADO > 


George Stobie, Mgr., Phone 23 


CONVENTION FACILITIES 


Casino Auditorium: 42 x 66 plus balcony and 
theatrical stage, 15 x 24. Seats 500. Public ad- 
dress system, 5 microphones, turn table, |émm 
sound projector, lighting controls. Washrooms. 
Three exits. 


Maxwell Room: 65 x 80. Banquet and dining 
facilities for 450. PA system, stage, service ber. 
Music Room: #@ x 40. Seats 140. Stage, fire- 
place, picture windows facing continental divide. 


Pinon Room: 40 x 27. Seats 140. Western style 
with fireplace. 


Roundup Room: |7 x 40. Seats 100. Luxuriously 
western. Just completed with pine paneling. 


Manor West Lounge: 32 x 32. Seats 140. 
Fireplace, picture windows facing Long's Peak. 


Manor East Lounge: 32 x 32. Seats !40. Fire- 
place, picture windows facing Lake Estes. 


Ranch Room: 32 x 25. Seats 100. 
stone fireplace, western style. 


Large 


“Extras” Included in American Pian 
Square dancing . . . chuck wagon dinners . . . 
ladies luncheons . . . pool . . . swimming . . . 
nightly entertainment and dancing . . . admis- 
sion to world famous Lariat Lounge . . . croquet 
. . » horseshoes . . . putting . . . tennis... 
children's playground with supervision . . . ping 
pong .. . billiards . . . bingo . . . card games 
. « « fashion shows. 


Horseback riding, tours of National Park, golf, 
boating and fishing available at reasonable rates. 


J. F. Simmons, who has been con- 
nected with Myers sales conferences 
and training programs either as an 
attendee or an instructor for 28 years, 
has developed a 10-point guide which 
he follows, as sales manager, in direct- 
ing Myers’ annual conferences. Some 
of these have been used for years. 
Others have been recent develop- 
ments. All are basic and are used by 
Myers in planning conferences and 
sales meetings. 


Enthusiasm Paramount 


1. A sales meeting is no better than 
the enthusiasm generated by those 
making the presentation. All present- 
day mechanical devices, visual aids 
and other attention-getting para- 
phernalia will be of no avail if left to 
do the job by themselves. Coupled, 
however, with a vigorous presentation 
and a strong message, they can im- 
plant a spirit of fire that can remain 
throughout the entire sales year. 
Enthusiasm should be paramount in 
every activity of a sales meeting, from 
opening speech to closing remark. Too 
often a sales meeting starts off on a 
fervant pitch by an energetic key- 
noter, only to lose all of its drive with 


your headquarters 


in St. Louis 


vores “Mayfair 
“Hgennox » 
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a dull, technical speech later in the 
program. 

2. Setting a strict time schedule 
and adherring to it, you will help 
maintain interest in a program. 
Nothing is more distracting to some- 
one attending a sales meeting than to 
have a speaker go overtime, to say 
nothing of the speaker who follows. 
Closing a sales meeting on time, you 
allow attendees to make appointments 
or meet other commitments. 


Frequent Breaks 


3. The best speaker will have 
trouble holding his audience for too 
long at one sitting. When the audi- 
ence is composed of salesmen who 
are used to being on their feet most 
of the day, it is even more important 
to have frequent breaks in the meet- 
ing. Myers uses a two-hour time limit 
on “sitting.” During an all-day meet- 
ing, two coffee or refreshment breaks 
and a luncheon will offer enough 
diversion. During a week long con- 
ference it is well to schedule some 
time out of the classrcom. This can 
be done with field trips to witness 
product application, plant teurs and 


longer luncheon meeting. 

4. Regional meetings to take the 
place of sales conferences at the home 
plant also can be used to give nec- 
essary diversion. This allows meeting 
planners to get down to specific terri- 
tory problems and gives more indi- 
vidual time to sales trainees. A steady 
diet of regional meetings, however, 
loses the effectiveness of a visit to the 
home plant where the outside sales 
force can renew acquaintances with 
those who direct sales operations and 
manufacture products they sell. 


International Amphitheatre 


Home of the Chicago National 
Automobile Show—Chicago National 
Boat Show — Chicago International 
Sports and Outdoor Exposition — 
International Live Stock Exposition— 
International Kennel Club Dog Show 
—International Dairy Show and 
Rodeo—The Chicago Home of the 
National Metal Exposition—Interna- 
tional Heating and Ventilating Expo- 
sition and other leading Industrial 
Expositions. 

7. 
440,000 Sq. Ft. Exhibit Space 
Individual Halls 
4,000 to 180,000 Sq. Ft. 


ARENA SEATS 12,000 
Air Conditioned 
Many Smaller Meeting Rooms 
New Public Address System 
© 
Parking for 4,000 Cars 


15 Minutes from Loop Hotels 
es 


International Amphitheatre 


42nd & Halsted Chicago 9, Ill. 


save 


[Lorson, 


z 


ATLANTIC CITY, N. J. Avotel 


Outstanding Facilities 
at Sensible Prices 


lf yeu plan to hold a convention or sales 
meeting in Atlantic City, it will pay to 
Investigate the facilities at the Jefferson 

. Atlantic City's leading moderately 
priced hotel. Famous for its excellent 
culsine and outstanding facilities, the 
Jefferson's completely trained convention 
staff Is your assurance of a most success- 
ful meeting. 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

@ EXHIBIT SPACE of over 
13,000 square feet. 

@ SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. 

@ EXPERIENCED STAFF to 
handle all details. 


For complete details and information 

r future bookings, write, wire or 
telephone Charles A. Fetter, General 
Manager. 


Jefferson Auditorium 


Atlantic City’s Newest & Finest 
Completely Air Conditioned 
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Time For Discussion 


5. Salesmen usually have many in- 
dividual or territory problems to dis- 
cuss when they come into the main 
office. Myers schedules its salesmen 
and district managers into the office 
a day in advance of the conference so 
that they can spend that time talking 
to inside individuals, rather than 
breaking away from meetings. 

6. Facts usually are more im- 
pressive in sales meetings than theory. 
Any new sales programs are first 


The Winter’s Fine 


Houston’s mild winter climate 
makes it the perfect Conven- 
tion spot for your early-in-the- 
year meetings . . . and The 
Shamrock provides the perfect 
meeting place. The Shamrock 
affords the best features of a 
resort hotel plus the conven- 
iences of a city hostelry. And 
its convention facilities are 
unparalleled, including the 
Hall of Exhibits, with its more 
than 25,000 square feet of air- 
conditioned space. And special 
low Group Rates are available 
in December and January 
(also July and August). 

And when it’s playtime, 
there’s golf, tennis and sight- 
seeing that make the outdoors 
inviting in Houston’s temper- 
ate winter climate; daytime 
temperatures average a mild 
70 degrees from October 
through March. 


For information and_assist- 
ance in planning your conven- 
tions pet trade shows, address: 
Frank H. Briggs, V.P. and 
General Manager. 


Che Shamrock 


Glenn McCarthy, President 
Frank H. Briggs, V.-P. and Gen. Mgr. 


tested in the field by Myers before 
they are presented. Testimonials and 
good experiences by the trade and 
salesmen themselves are often helpful 
to put a new sales program across. 

7. Attendees at a sales meeting 
should have every opportunity to ex- 
press themselves during a meeting. 
Myers keeps the floor open at all 
times for comments. Experienced 
salesmen are often called upon to lead 
discussion about a product with which 
they are particularly familiar. One 
full evening of Myers’ recent sales 
conference was devoted to the presen- 
tation of salesmen’s ideas. They told 
management what they felt could be 
done to improve Myers products, 


what new products the company 
should manufacture and what they 
felt in general about the operations 
of the company. Management was on 
hand to listen. 

8. Give salesmen a thorough and 
complete understanding of the com- 
pany’s operation so that they are 
familiar not only with company 
policy, but why. During the recent 
sales conference, Myers scheduled 
luncheon meetings with various divi- 
sions, that is, finance, manufacturing, 
product development and industrial 
and public relations. During these 
luncheons, various division heads told 
the picture of their division briefly, 
its accomplishments and aims, and 


See how ADmatic can boost sales for you 


in trade shows, stores, windows—day or ni 


Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 


ator neede 


The ADmatic projects a new message or idea 
every 6 seconds on a large screen equivalent to a 
28° T V. It holds 30 slides (2” x 2") that are easily 
changed. Just as effective in lighted areas. Use 
the ADmatic wherever people gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 


salesmen training programs. 


For rental or purchase terms, wire, write or phone 


THE HARWALD COMPANY, INC. 


1216 CHICAGO AVE. e 


DAVIS 8-7070 e 


EVANSTON, ILL 


The Si 


Mount Pocono 
John C. Wriston, Gen. Mgr. 


i i i ie 
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Successful??? 


All meetings are successful when held at 


hyline Tun 
ON "TOP OF THE POCONOS" 
For a delightfully different meeting, try Skyline. 


Full particulars by mail — phone -— or personal visit 


The Skyline Tun 


wewewwwewwwwewewewewewewe eee eee eee eee eee eee eT Tee eee eTeeTeeeee* 


NEW YORK CITY 
go mies 


ROUDSBURG 
1S wes 


Pennsylvania 
Phone—3661 
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introduced key members in the divi- 
sion. During one luncheon, the sales 
force met and talked to members of 
the board of directors. 


Know Management 


9. Make every effort to see that 
salesmen know members of manage- 
ment as individuals rather than as 
signatures on letters. During one 
evening of the recent Myers con- 
ference, members of management 
combined their talents to put on a 
variety show for the sales force. Cast, 
from band to dance acts, was staged 
by vice-presidents and department 
heads. On another evening, the presi- 
dent of the company was host to a 
dinner where salesmen had an oppor- 
tunity to meet informally with com- 
pany officials. 

10. Basic dramatic techniques often 
are effective to put across major 
points during a sales conference. Skits 
on right and wrong way to sell were 
used by Myers during its recent sales 
conference to call attention to specific 
problems. To dramatize importance 
of Jack and Jill, famous nursery 
rhyme couple which appear on Myers 
trademark, they appeared in person 
during the conference. 

The End 


They Come 
Back 


Many meetings and 


conventions 
“repeat” at the Nelson House year 
after year. 


Because we help you conduct the 
successful affair you aim for, and at 
very reasonable cost. 


Real modern hotel service and “know 
how" for all size groups. Choice of 
six attractive air-conditioned meeting 
and banquet rooms. 


You get all these and more at the 


POUGHKEEPSIE, N. Y. 
WALTER AVERILL, PRESIDENT 
HENRY J. KOWAL, MANAGER 


Public Address Systems, Closed Cir- 
cuit TV, and lots more to help you. 
Quarter million dollar improvements 
just completed. 
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SEND A WIRE and hotels are checked for you. 


How Do You Get a Room 
With Conventions in Town? 


Western Union has come up with a service to get you a 


room in a convention-packed city. It has a “room-finder"’ 


service that scours the city for you—at a fee plus wire tolls. | 


To get and confirm hotel reserva- 
tions in a hurry has long been a 
major headache for anyone who 
travels. Especially nerve-wracking 
for the businessman is that sudden 
trip to a convention-crowded city 
where the best space has been booked 
weeks in advance. When that hap- 
pens, it is really tough. 

Taking a chance, you go on your 
trip and show up at your favorite 
hotel. Hopefully standing in the long 
line of applicants, you utter a silent 
prayer for a break. The gloomy word 
reaches you—the hotel’s filled to the 
rafters. ‘The room clerk sympathizes 
with your plight and tries to help by 
calling other hotels. He finally lo- 
cates a third-class room in a fourth- 
class hotel next to a distant freight 
yard. You turn your nose up at that 
one. 

Finally, after a heart-to-heart talk 
with the manager, you get a reluctant 
offer of a cot in a drafty sample 
room. Or, if you can round up some 
willing strangers, the top-floor, six- 
room honeymoon suite is available 
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for a husky price. 

How can all of this be avoided? 
Well, Western Union has come up 
with a solution. 
birthday telegram or a “wake-up” 
telegram, but a ‘‘room-finder’’ serv- 
ice. 

Here’s how Western Union’s 
room-finder service works. If you’re 
not leaving right away, all you do is 
call Western Union, give them your 
destination, time and date of arrival, 
expected length of stay, type of ac- 
commodations desired, and_ hotel 
preference, if any. Acting for the 


traveler in the destination city, West- | 


ern Union’s reservation bureau calls 
selected hotels, locates the type of 
room desired, and confirms the reser- 
vation to you by wire. The charge is 
50c plus the telegraph tolls to and 
from the destination city. 

If you’re leaving right away and 
can’t wait for a confirmation, it’s just 
as easy. You give Western Union 
the information, and, while you’re on 
your way, the telegraph company 
will call many hotels, if necessary, to 


It’s not a singing | 


~ Put your 
Salesman in 
this 
picture 


The most highly prized 
sales incentive is a luxurious cruise 
to Bermuda and Caribbean resorts. 
This has been proved in contests 
conducted by: 


Admiral Television 
Bankers Mutual Life 
Chrysler Continental Assurance 
General Electric 
International Harvester 
Philco  R.C.A. Victor 
Swift 
Westinghouse 

—and many others! 


A Furness Cruise tops everything 
else when offered to contest 
winners. Give this out-of-the- 
ordinary prize and watch your 
salesmen really sell! There are 
innumerable possibilities for 
dramatizing such a prize which has 
universal appeal. We'll be happy to 
show you how it can be done. A 
word will bring you the plans 

and promotion material. For 
complete information, 

Sales Department 


FURNESS LINES 


34 Whitehall Street, New York 4, N. Y. 


secure your reservation. 

When you arrive at your destina- 
tion you simply call Western Union, 
ask for the Reservation Desk, and 
get the reservation information. The 
cost for this service is $1 plus the 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 


A FEATURE TO MATCH 
YOUR EVERY REQUIREMENT! 
Seventeen meeting rooms —cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 

elevator. 
A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 
GEORGE 6. BRUNI 
Vice President & General Manager 
ADA TAYLOR 
Director of Sales 
STANLEY B. CAMPBELL 
Sales Manager 
Telephone Atlantic City 5-127) 


THE SAISCRAP EQ 
= eee — ON 
&Y-THE-SEA 


charge for a telegram to your desti- 
nation, 

Hotels called by Western Union 
are selected on a rotation basis. Its 
reservation bureaus maintain lists of 
local hotels, grouped according to 
rate ranges and accommodations. 
When the desired accommodations 
are not obtainable at the hotel pre- 
ferred, or when the customer does 
not state a preference, reservations 
are rotated among all hotels on the 
list. 

Room-finder users are both oc- 
casional travelers and representatives 
of business firms; often they are 
salesmen on the road. Almost 90% 
of the customers specify a choice of 
one or two hotels. In 60% of these 
cases, Western Union’s hotel reserva- 
tion bureau has been able to obtain 
the reservation at the hotel of the 
traveler’s first choice. 


Special Requests 


Western Union personalizes its 
service by catering to special requests. 
When guests want rooms with roll-in 
beds, a TV set, or air-conditioning, 
hotels are called that provide such 
accommodations. 

For travelers with dogs, cats or 
other pets, reservations are made at 
hotels that take animals. The tele- 
graph company has obtained rooms 
for blind persons with Seeing-Eye 
dogs, and beds of extra-length for 
tall customers. 

Sympathetic interest in the prob- 
lems of its hotel reservation cus- 
tomers has helped Western Union 
buiid a reputation for extra-special, 


room-finding service. Its employes 
enjoy going out of their way to make 
sure a customer gets exactly what he 
wants, or needs. 

Recently, Western Union received 
a wire requesting a room at a hotel 
that had been raided by the vice 
squad. Adding to the complication 
was the customer’s name, preceded by 
“The Reverend.” Western Union 
sent back an alert reply: “HOTEL 

UNSUITABLE FOR 

HAVE RESERVED 

ROOM AT HOTEL # 

The good pastor later learned the 

reason for Western Union’s concern 

and wired his fervent thanks for 

keeping him out of an embarrassing 
situation. 

During a basketball tournament 
in Kansas City, with teams and fans 
in every hotel room in town, West- 
ern Union’s room-finder service was 
put to a rigid test. Western Union 
tried all hotels without success, but 
didn’t give up. It called the Cham- 
ber of Commerce and even fraternity 
houses. As a result, it was able to 
get space in private homes and the 
customers were delighted. 


Really Need Service 


In another convention-packed city, 
one traveler had neglected to use 
Western Union’s room-fnder 
ice and decided to do the job on his 
own. He arrived at the airport and 
started making phone calls to local 
hotels. Ail the answers were: 
“Sorry, we're filled up.” In despera- 
tion, he called Western Union’s res- 
ervation bureau and explained his 
plight. He was told to stand by. 
Five minutes later Western Union 
called him at the airport, told him 
they had a room, and gave him the 
name of the hotel. 

Western Union is equipped to pro- 
vide a nationwide hotel reservation 
service since it has its offices in 
thousands of cities and towns coast- 
to-coast. At present, Western Union 
handles about 3,000,000 hotel reser- 
vation telegrams annually. It expects 
a large percentage of travelers now 
sending these messages to make use 
of its new room-finder service. In 
addition, it is serving a growing 
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YOU ASKED FOR IT— So we're building it 
en the ocean in Fort Lauderdale, Florida 


The finest, most modern 
convention hotel — espe- 
cially designed to satisfy 
the most exacting require- 


volume of new users. 

By turning over the room-reserva- 
tion job to Western Union, today’s 
traveler often saves time, worry 
and the extra expense of wiring 
several hotel in a frantic, last-minute 
search for hard-to-get rooms. The 
service should keep plenty of busi- 
nessmen, and their secretaries, from 
getting old before their time. 


ments of the largest or 
smallest meeting groups. 


Write for details. 


LAS OLAS INN 


ON THE OCEAN AT LAS OLAS BOULEVARD The End 
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SANTA BARBARA, CALIFORNIA- for Your Next Conference or Convention 


VMAs 


MIRAMAR 


HOTEL RESORT 


Ly 


21 Garden Acres 
by-the-Sea 


You can be as active here as you 
wish, or relax as you please. 


Accommodations for conventions any 
size to 300 guests—or sales meetings 
—with 5 private dining or session 
rooms. Cocktail lounge, dining room, 
and modern garage. 


Miramar's private sandy beach will 
delight you. Heated swimming pool, 
also tennis, shuffle board, croquet. 
Just 90 miles from Los Angeles, in 
suburban Montecito. Special group 
rates on request. European plan. Your 
inquiries will receive the personal 
interest of — 


William P. Gawzner, Manager 


BLUE ROOFS BY THE BLUE SEA 
Santa Barbara 
MIRAMS & 
HOTEL AND COTTAGES 


COAST WI@Mwat SANTA BARBARA 


SR 


SANTA BARBARA 
Convention Bureau 


INVITES YOU 


Really combine business and pleasure—meet 
in beautiful Santa Barbara, the Fiesta city. 
Free from hustle and bustie, with superb 
climate—yet only 100 short freeway miles from 
metropolitan Southern California 


From luxury resorts to 
excellent downtown 
commercial hotels and 
motels, you can fit 
your needs. No charge 
for conference or audi- 
torium facilities. 


Whether your meeting 
is for 30 or 3,000—you'l! 
enjoy the charm of 
Santa Barbara. 


European and Amer- 
ican plans available. 
Literature upon 
request. 

For Details, write: 
CONVENTION 
BUREAU 
Chamter of 


Commerce 
P. ©. Box 299 


SANTA BARBARA 
CALIFORNIA 


MAR 
MONTE note 


SANTA BARBARA 


Beside the Blue Pacific 


Large or small groups find hospitality 
they'll long remember at the Mar Monte 
in romantic Santa Barbara. 


Complete facilities for 
convention or confer- 
ence. Even a beachside 
hall for meetings. 


Enjoy Continental cuisine 
in the Riviera room. 
Cocktails on the Conti- 
nental Terrace. Dancing 
six nights a week. 
Moderate rates — Euro- 
pean plan. Group rate 
inquiries invited. You'll 
be warmly welcomed by 
our staff. 


D. H. Hannaford 
Owner-Manager 


MAR = Se 
MONTE HOTEL 


SANTA BARBARA 


THE LARGEST RESORT OF ITS KIND IN THE WORLD! 


(OLDEN GATE 


Miami Beach’s complete CONVENTION CITY 


20 acres of luxury and tropical beauty 
from the Atlantic Ocean to Biscayne Bay 


e 650 accommodations—hotel and 
motel rooms, apartments, villas 
sc. @ 2 dining rooms—cafeteria 
a @ Convention hall seating 500 
* © 3 swimming pools 
’ Git e 2 cocktail lounges 
-.@ Tennis courts, putting 
'. greens, badminton, 
archery, shuffleboard 


f ‘ For 1001 new convention F 
= ideas, rates, special 


JOHN STUBBLEFIELD 
‘ General! Sales Manager 


\ a j g) 
services, write to: an a Ih p {i e Yacht anchorage and docks 


e Deep sea fishing fleet 


re e FREE PARKING on 
~~ “4 ig premises for 800 cars 


- MIAMI BEACH 41, FLORIDA 
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“MAKE EVERY CALL COUNT,” Robert Van 


Slambrouck, assistant retail director says. 


“HAS THIS EVER HAPPENED TO YOU?" asks 


Ed Burgeson, retail director. 


Industry-Wide Concern for 
Sales Efficiency 


To increase sales volume of an entire industry's product 


against competition you need an across-the-board im- 


provement of sales productivity. With association spon- 


sored clinics, newspapers have found a way to do it. 


What does your industry do 
about salesmanship? Does your as- 
sociation do anything to help your 
salesmen increase volume for you 
and the industry as a whole? It can. 

Bureau of Advertising of the 
American Newspaper Publishers 
Assn. has just completed its third 
clinic for retail advertising salesmen 
and has found its experiment an un- 
qualified success. Retail Department 
of the Bureau experimented with 
sales clinics—based on a simple idea: 
What better way to promote an in- 
dustry’s product than to grade up 
the efficiency of salesmen in the in- 
dustry? 

Taking an industry's sales prob- 
lems—including increasing competi- 
tion from other industries (other 
media )—out of the realm of theory 
and worn platitudes, Bureau of Ad- 


80 


vertising gets right down to cases 
at its clinics. The 25 to 27 sales- 
men in attendance come prepared 
with case histories on two actual ac- 
counts each, and by the time they 
leave the three-day sessions, they 
know how to sell their two test ac- 
counts and all the rest in their books. 
Everything they learn during the 
clinic is applied against the yardstick 
of their own accounts, in their own 
territories and with their particular 
sales problems. 

The Bureau’s “Workshops for Re- 
tail Salesmen’” are regional con- 
claves. Each member newspaper in 
the region covered by the clinic is 
invited to send one representative. 
Because clinics are held to about 25 
men, registration requests are on a 
first-come, first-served basis. 


Edward H. Burgeson, director, 


“USE THESE TOOLS," Mark Arnold, on 


Bureau's retail staff, tells salesmen. 


Retail Department of the Bureau, 
supervises the workshop for news- 
paper advertising salesmen. In ex- 
plaining to newspaper sales manage- 
ment how to select a man to attend 
a workshop clinic, Burgeson says this 
about workshop participants: 

“He’s first of all a fellow with a 
good sales record and open-minded 
on new and better ways to sell. Ex- 
perience in length of years probably 
isn’t the important thing, but he 
knows the general run of selling sit- 
uations and problems to be met in 
servicing and selling the full range 
of regular advertisers and prospects 
that appear on a typical account list. 

“He’s the fellow who is inclined 
to use figures and organize his selling 
calls. He likes selling and is curi- 
ious about how other salesmen oper- 
ate—-probably a younger man, but not 
necessarily so.”’ 

At the recent workshop in Chi- 
cago’s Drake Hotel, salesmen who 
sell newspaper advertising to retail- 
ers in the Midwest were explained 
the purpose of the clinic: 

“Objective of this workshop is to 
show you how to build and sell 
planned programs of well-timed ad- 
vertising to gain linage, produce bet- 
ter results for the retailer, and save 
selling time on your day-to-day 
calls.” 

Workshop sessions ran from 9 
AM to 9 PM on Monday; 9 AM to 
5 PM, Tuesday; and finished 
Wednesday by 3:30 PM. 

Ed Burgeson kicked off the busi- 
ness sessions on Monday morning. 
He pointed out that all instruction 
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FLY NATIONAL... the Convention Airline 
TO MIAMI... the Convention City 


PEP YOUR SALES WITH “P.E.P.”’ 


National's sure-fire Personne! Encourage- 

ment Program offers travel and all-expense agents 
vacations as valuable incentive prizes for — 
your salesmen. Ask us for details! 


THE NEWEST, MOST MODERN FLEET IN 
THE NATION! Fly National, Airline of the Stars, to 
Miami and Miami Beach...combine a perfect vacation 
with a truly successful sales meeting! 

National is equipped to fly both large and small groups, 
and will arrange .all transportation details. For further 
information, contact your nearest National ticket office 
or write direct Convention Dept.; National Airlines, Inc. ; 
3240 N.W. 27th Ave.; Miami, 42 Florida. 


NATIONAL AIRLINES 
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National Serves 17 Florida Cities 
. More Than Any Other Airline! 


wavana 2 Cone one 
bee beetee, 


THE PERFECT CONVENTION “BONUS” 
.. HAVANA—SO NEAR TO MIAMI 
Only 58 minutes away. Exclusive four-engine 
DC-6B flights. Just $36, round trip, plus tax! 
+ > 4h 


FOR UNSURPASSED 


CONVENTION CONVENIENCE 


Z, Pontainebleau 


9) 


AND FINEST CONVENTION-RESORT HOTEL 


2 
“—— 


AMERICA’S LARGEST 


MATCHLESS ELEGANCE AND LUXURY 


Fourteen acres of oceanfront luxury, designed with 
convention-goers as well as vacationers in mind! 
A true masterpiece — in facilities, services, and 
atmosphere—where business discussions are an 


MATCHLESS MEETING FACILITIES 


for up to 5750 people! From a cozy private 
conference room seating 10 to 50 persons, to an 
oversize convention hall accommodating 3000... 
our convention facilities were pianned on the 


MATCHLESS SPORTS AND RECREATION 


for relaxing hours after business! Olympic pool, 
festive cabana club, 1000-foot private beach; 
putting green, 6 tennis courts, scenic gardens. 
Four cocktail lounges, and a circular supper club 


air-conditioned pleasure! 


MATCHLESS BANQUET FACILITIES 


to accommodate up to 2500 persons! Six private 
dining rooms, a formal dining room, and an informal 
coffee shop with fast service, popular prices. 


drawing board to provide the utmost versatility. 


featuring dancing and top entertainment nightly! 


MATCHLESS GUEST ACCOMMODATIONS 


for more than 1000 delegates, in the 14-story, 
565-room Fontainebleau ... plus almost limitless 
accommodations in associated neighboring hotels. 


COMPLETELY = 
AIR-CONDITIONED N 


+ 


+ 


Jack M. Slone, 


For information write or wire 


Director of Sales 


THE FONTAINEBLEAU + OCEANFRONT, 44th to 48th STREETS 


MIAMI BEACH, FLORIDA 
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would demonstrate applications of 
principles of good advertising plan- 
ning “which, like principles of mathe- 
matics, are as sound in one store as 
another, and for one newspaper as 
another.” 


First Demonstration 


First demonstration session of the 
workshop covered services made 
available by the Bureau to assist 
salesmen. This included a single 


sheet timing chart “to show the sea- 
sonal rise and fall in the opportunity 
to move a certain kind of merchan- 
dise.” Purpose of this chart is to 
help salesmen visualize for them- 
selves (and for one or more accounts) 
an outstanding selling opportunity 
coming up. For instance, if a tim- 
ing chart shows that the largest vol- 
ume in men’s felt hats is in spring 
and fall, and summer sport shirts 
and tropical wool suites sell best in 
June and July, a salesman is alerted 
as to when to call on his men’s wear 


By-the 
H 
{LIFORNI 


FOR SMALL CONVENTIONS 
REGIONAL AND GROUP MEETINGS 


(Favorable Convention Rates) 


An ideal setting for your next sales meeting or 
convention. Private meeting rooms. Unusual accom- 
modations. Panoramic dining room. Centrally 
located in a sportsman's paradise. Heated swim- 
ming pool. Four championship golf courses. 


FABULOUS SUNSET ROOM—CALIFORNIA's 
MOST TALKED OF COCKTAIL LOUNGE 


Write or wire today for detailed 
information and open dates to: 


CHARLES REED 
Vice Pres. — Gen. Mgr. 
4 Miles South of Carmel on Scenic Hwy. #! 


CARMEL's ONLY OCEAN FRONT HOTEL 


FOR 
BUSINESS 
WITH 
PLEASURE... 


© There is no place in all the 
Southwest that surpasses The 
San Marcos for a sales or 

business meeting of any kind. 


® Accommodations for 250 
guests. 6 meeting rooms from 
25 to 350. Superb food and 
service. Vast experience with 
group meetings. 


© And for your leisure hours 
every recreation — including 
our own |8-hole championship 
golf course. 


For details, write 


JOHN H. QUARTY, 
President & General Manager 


CHANDLER, ARIZONA 
22 MILES FROM PHOENIX 


‘next two months.’ 


| Vw Matter 


HOTEL AND BUNGALOWS | 


accounts. 

Second main use of a timing chart, 
salesmen were told, is as a conversa- 
tion starter. They were shown how 
to use charts before prospects. 
Charts with overlays show how the 
business curve runs by months, and 
how prospects might miss sales op- 
portunities by not advertising in line 
with buying practices. 

Another example presented at the 
clinic to explain special values of a 
timing chart dealt with ladies’ 
lingerie. Sales curves show lingerie 
sells 25% more in December and 
even 10% more in November. “Tell 
your accounts in October: ‘Your 
store’s profit depends on what you 
get out of this program during the 
Pin down this 
opportunity to sell advertising space. 
Try to get the retailer to take full 
advantage of the selling opportunity 
he has by newspaper advertising.” 

Because ‘“‘no salesman nor retailer 
has time to read all that should be 
helpful to him; and no salesman has 
the time to call on all the retailers 
he would like to in any week,” work- 
shop attendees learned why the 
Bureau’s “Retail Memo” is a good 
sales tool. The “Memo” is a four- 
page digest of retailing news and 
ideas sent to Bureau members every 
Thursday night. “It keeps your con- 
versation fresh and in tune with the 
times,” salesmen were told. 


Natural Fit 


Following discussion of selling 
tools made available by the Bureau, 
salesmen were told: “These regular 
services are designed to fit in na- 
turally to practical selling, based on 
a proven blueprint—four elements 
common to all good newspaper sell- 
ing, whether off-the-cuff or elabor- 
ately organized presentations: 

“1. Whet the retailer’s appetite 
by showing him a bigger selling op- 
portunity. 

“2. Show him the need for great- 
er promotion. 

“3. Demonstrate the case for 
your newspaper as the best means of 
doing the job. 

“4. Give him a proposal that tells 
him exactly what you want him to 
buy and do.” 

Not only do workshop sessions ex- 
plain how salesmen should plan ad- 
vertising programs for each type of 
account, they indicate typical reac- 
tions a salesman might expect when he 
tries to sell a complete advertising 
program. ‘To make sales planning 
important to salesmen, clinics point 
out these benefits that accrue to them: 
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IN THE MOTOR CITY 


ENJOY THE FRIENDLY 
ATMOSPHERE OF THE 


DETROIT - LELAND 
HOTEL 


800 OUTSIDE ROOMS 
WITH BATH AND FREE RADIO 
IN 
DOWNTOWN DETROIT 


12 ROOMS ACCOMMODATING 
UP TO 400 FOR MEETINGS 
EXHIBITS AND BANQUETS 
GRENADIER DINING ROOM 

AND LOUNGE BAR 
ALSO COFFEE SHOP 
AIR CONDITIONED 


Teletype DE-1062 
Phone WOodward 2-2300 
Wm. H. Chalmers, General Manager 


mood. 
| ning, he’s actually looking ahead for 
| reasons to advertise. 
| new ideas.” 


ON THE GULF COAST... 


| 
: ace FACILITIES 


for your next 


SALES MEETING 


A luxurious air-conditioned re- 
sort hotel specializing in conven- 
tions . . . finest meeting and 
banquet room in the south seat- 
ing 1500 . . . experienced con- 
vention staff trained to handle 
a “package” convention for you. 
Conveniently located between 
New Orleans and Mobile. Write 
us for more detailed information. 


Jimmie Love, Gen. Mgr. 


OVERLOOKING THE GULF OF MEXICO 
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“A plan saves selling time—fewer | 
But selling it does take | 


call backs. 
extra time in the first place. So look 
as what may be some typical selling 
situations—see where your time is 
going and maybe where a few extra 
minutes in the right places would 
actually save hours in the long run. 

“When an account is planning his 
advertising ahead with you, there’s 
less ‘fritteration’ of ad dollars in 
other media. You've got more con- 
trol when you’re in the picture from 


| the start. 


“A planning mood is a_ buying 
When your account is plan- 


He’s open to 


In addition to step-by-step proce- 
dures, from call for appointment to 


final sale of a proposal, salesmen 


were given this “blueprint” for sell- 
ing enthusiasm: 

“Fill your mind with the selling 
power of newspapers; make more 
calls—always on the hottest pros- 
pects ; tell your whole story; look for 
ways to make ads produce better re- 
sults; think big—remember, your 
business is creating, building and ex- 
panding the businesses you call on.” 

Each man at workshop sessions 
creates presentations for two of his 
accounts, based on what he _ has 
learned, and tests his presentations on 
fellow attendees. 


Objective 


Ultimate objective of clinics is to 


| develop more effective selling on the 


part of the entire staff of a news- 
paper, although only one man is rep- 
resented at sessions. “To that end, 
each salesman who returns from ses- 


sions is expected to brief other staff 
| members on his newspaper on what he 


has learned. The Bureau makes 
available at cost for this purpose large 


| photostats on all visual material used 
| at clinic sessions. 


Not only does the returning sales- 


| man stage meetings for his fellow 
| salesmen, he goes into the field to sell 
| his two “test” accounts. 
| finds his training works, he then 


When he 


adapts his new knowledge to the rest 
of the accounts on his books. In addi- 
tion, he helps fellow salesmen to put 
the tested programs to work on their 
accounts. 

After three workshop clinics, the 
Bureau knows that results are far 
reaching and immediate. Comments 
from newspapers run like this: 

“We had immediate success fol- 
lowing our staff meetings on the 
workshop techniques. In one case 
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FEATHER 
RIVER 
INN 
We cordially 
invite your 


inspection of 
our facilities 


A 
UNIQUE 
CONVENTION RESORT 
Blairsden, Calif. Ph: (6 


San Francisco Office 
Ferry Bidg., Garfield 1-4196 


Chicago Office 


The Interstate Co., Suite 1450 
Mdse. Mart, Michigan 2-5680 


LASALLE AND MADISON 


CHICAGO 


@ Complete facilities adaptable to 
any type of function 

@ Personalized attention to 
every detail 

@ Convenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 

WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


QUARLE M. P. MATHEWSON 


BRAND-NEW 
MEETING ROOMS 
--- PLANNED FOR YOU 


To provide you with the location for a thor- 
oughly successful sales session, every one of 
the Bellevue-Stratford meeting rooms, as well 
as the famous Bellevue Ballroom, has been 
completely renovated and air-conditioned. 
And our experienced staff is trained to solve 
your problems—before they arise! 


BENNETT E. TOUSLEY 
Vice President and General Manager 


THE 


“New in Face—Old in Grace” 


BROAD AND WALNUT STS., PHILADELPHIA 2, PA 


HULL ¢ 
HOTELS *., 
* 


BS. 
Hollywood, eo 


California’s 4 
LARGEST 
FINEST P 


HOTEL BS 


* SWIMMING POOL 
* POOLSIDE VILLAS 
* “ISLANDER” 

* CINEGRILL 

%* GARDEN GRILL 


Airportransit Terminal 
Airlines Center 


HULL HOTELS EXECUTIVE OFFICES: 
7000 HOLLYWOOD BOULEVARD, HOLLYWOOD 28, CALIFORNIA 
Under Management of Hull Hotels 
Telephone HOllywood 9-2442 Teletype LA 547 


CALIFORNIAD B> Atel £1 Rauche 


our salesman started work with one 
major dealer and wound up with the 
sale of a 1955 campaign taking in 
some 40 dealers,” writes G. J. Pal- 
mer, Houston Chronicle. 

“We adapted workshop techniques 
with an appliance distributor and 
have never had it so good with this 
account. Only two of his dealers 
ever ran regularly before, now all 
six are in the paper consistently. One 
of our immediate successes following 
the workshop was an erratic furni- 
ture account considering TV and ra- 
dio. He bought our program and so 
far he’s 100% in newspapers. Had 
trouble breaking up our own staff 
meeting on what I brought back 
from the workshop,” says Dean 
Seniff, Fort Wayne Newspapers. 

On medium and smaller-sized dail- 
ies, advertising managers themselves 
sometimes come to workshop sessions. 
These men are grateful for the help 
sessions give them in training those 
under them. 

“On a small paper,” says Blair 
Bedient, Albion (Mich.) Evening 
Recorder, “we hire inexperienced 
people and train them ourselves, and 
the workshop gave me the techniques 
to train them right. ‘That’s why we 
feel the full potential benefit of the 
workshop to us will be tremendous.” 


Investment 


The investment in the workshop 
clinic for a newspaper is $106.50. 
Of this, $45 goes to registration and 
the remainder covers hotel room and 
meals—figured at $9 a night and 
$11.50 a day for meals. The Bu- 
reau does not become involved with 
finances other than the registration 
fee. Hotel charges, including meals 
and rooms, are paid by registrants 
directly to the hotel. 

So successful are workshop sessions 
that a continuous program of them is 
being considered. ‘Next year we 
hope te expand by going to the West 
Coast and the Southwest,” Burgeson 
reveals. “This expansion of the 
program could be the greatest single 
contribution to newspaper advertis- 
ing. It will raise effectiveness of 
selling effort.” 

Glowing accounts of sales results 
from workshop techniques pour in 
soon after attendees go home. How- 
ever, even before they arrive home, 
the Bureau knows what to expect 
from each man. Before he leaves 
the final session, each man states to 
the group exactly what he intends to 
do when he gets home. “And he 
usually does it,” says Burgeson. 

The End 
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Dealers Get “Proof” 
With Road Show 


Four gas utilities blanket their territories with theatrical 
meeting for gas range dealers. Broadway players and meal 
—cooked before their eyes—offered "proof" of quality. 


Broadway stage stars shared top 
billing with 14 major brands of gas 
ranges in a road show recently played 
before capacity dealer audiences in 
five cities of eastern Ohio and west- 
ern Pennsylvania. 

The entire sales promotional pro- 
duction was sponsored by four gas 
utilities: The Pittsburgh Group 
Companies of the Columbia Gas Sys- 
tem, Peoples Natural Gas Co. and 
Equitable Gas Co., in cooperation 
with the East Ohio Gas Co. of Cleve- 
land. 

This gas promotional activity fea- 
tured a play entitled, ‘Proof of the 
Pudding,” which included skits and 
demonstrations highlighting features 
of modern gas ranges, and advantages 
of gas over competitive types of heat. 

It is believed that this is the first 
time a professional promotional activ- 
ity was sponsored cooperatively 
throughout a marketing region by gas 
utilities rendering a natural gas serv- 
ice to 1.5 million Ohio and Pennsyl- 
vania homes. 

The show was the kickoff in a six- 
weeks’ consumer sales campaign on 
gas ranges bearing the “matchless” 
symbol. It was designed to acquaint 
gas range dealers and their sales per- 
sonnel, particularly those new on the 
job, with gas and gas range selling 
points. 

Working under the professional 
guidance of their advertising agency, 
Ketchum, MacLeod & Greve, Int., 
Pittsburgh, the four utilities engaged 
Max Richard, Inc., New York pro- 
ducer of industrial shows, to devise a 
script and handle casting and produc- 
tion. 

The Richard organization secured 
the services of a group of experienced 
talent, headed by Jack Albertson, sec- 
ond lead in ‘““Top Banana,” and Ruth 
Matteson, seven-time performer on 
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television’s Kraft ‘Theatre. 

In the play, gas and gas range qual- 
ities are presented by housewives in- 
censed by the lack of practical sales 
and product knowledge of an appli- 
ance salesman, played by Albertson. 

In no uncertain terms, housewives 
tell him from their own experience 
that gas ranges are of the most mod- 
ern design, adaptable to every type of 
kitchen; that they are fully auto- 
matic and provide safe and sure cook- 


ing; that they are economical in pur- 


DALLAS’ LEADING 
CONVENTON HOTEL 


Center of Dallas 
1,250 Rooms 


Completely Air Conditioned 


Guest Room Television 
2 Restaurants 


Motor Lobby 


Family Rate Plan 


12 Meeting Rooms for 
groups of 12 to 1,200 


Gaolphus 


DALLAS, TEXAS 


4 DAVIS, Managing Director 
RT A. INGELS, Soles Monager 
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personalized 
exhibits 


Messmore & pamon 


That “something extra” in 
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our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 
We build to help you sell. 


May we fill this role for you? 


Messmore and Damon 
1461 Park Avenue 
New York, New York 
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Miami Beach 


Conventionland U.S.A. 


New air-conditioned Municipal 
Auditorium seats 4,500 


@ Offers new approach to conven- 
tion success 

e Greatest concentration of new 
hotels in the world 

@ 29,000 hotel rooms 

@ Fine restaurants 

@ Famous shopping centers _ 

@ Delightful weather year-’round 

@ Reduced rates for spring, 
summer and fall 


For information, write: Tom F. Smith, Dir. 
Miami Beach Convention Bureau, Municipal 
Buildi 1700 Washington Avenue, Miami 
Beach 39, Fla. 


This Message is Prepared and Published 
by the City Government of Miami Beach 


chase price, installation, maintenance, 
and cost of operation. 


Joins Housewives 


Near the end of the play the har- 
rassed salesman admits that he had 
been taking the course of least re- 
sistance in guiding the customer to 
another type of range. Demonstrating 
his complete repentance, he joins the 
housewives to prove gas ranges and 
gas heat superior on every score to 
other type ranges. 

Sharing the stage, the co-stars are 
the latest model 


MANPOWER SUE 
CONVENTION HELP 


cause Manpower, 
inc., will solve your 
convention and ex- 


hibit problems. 
We'll 


demonstrators, registrars, attendants, etc., 
night or day, 7 days a week. 

All our employees are tested, bonded, and 
fully insured, to give you maximum protec- 
tien and save your money. 

Also Manpower, Inc., en | 
Convention Recording 
Direct Mail Service 


Stenography 
All Types of Office Work 


office or ours, for 4 hours, a week, a month, 
or longer. 

SERVICE COAST TO COAST 
power, the nation's largest complete business 


you the same high standards of service from 
coast to coast. 


Write Dept. SMI, Manpower, Inc 
Milwaukee 3, Wis., for free book’ 


“mate chless” gas 


ranges produced by Caloric, Cham- 
bers, Detroit Jewel, Kenmore, Magic 
Chef, Maytag, Norge, RCA Estate, 
Roper, Sunray, Tappan, Universal, 
Vernois and Western Holly. 


“Proof of the Pudding” audiences 
enjoyed an additional benefit which 
put the show in a truly unique posi- 
tion by Broadway standards. A staff 
of cooks, under supervision of Chef 
Ernest Saint-Genis, served them a 
full course dinner at the conclusion 
of the show. Some items on the menu 
were prepared in model gas ranges, 
before the eyes of the audience, while 
the play progressed. This was the 
final “proof” offered by the four util- 
ities of gas cooking superiority, and 


Use 1 to 1,000 Manpower employees in your | 


Deal with Manpower in confidence. Man- | 


service, operating in over 40 cities, offers — 


was the basis of the title of the play. 

The production was staged for 
over 3,000 dealers and appliance sales 
personnel in Cleveland, Pittsburgh. 
Akron, Canton and Youngstown. Ac- 
cording to its sponsors, it drew “rave’’ 
notices from audiences in all cities. 

The four gas companies believe the 
show was a vital initial step in this 
year’s “matchless” range promotion 
which began October 4. Dealers who 
participated in this promotion are 
backed by a heavy schedule of tele- 
vision, newspaper and billboard ad- 
vertising. 


Incentive Contest 


The campaign includes other 
strong promotional elements. For in-. 
stance in East Ohio territory valu- 
able prizes, including an all-expense 
tour to Mexico for two, will be 
awarded to dealers and dealers’ sales- 
men in incentive contests. Double- 
edged Hot ’N Cold slicer knives are 
being sold at cost to attract potential 
customers to dealers’ showrooms. At- 
tractive store and window displays of 
ultra-modern design have been dis- 
tributed to create a festive air in the 
salesroom. The End 


The a 
Cawalier 


A RESORT CLUB 


Conventionally Speaking 


The Cavalier 
is choice 


With recent improvements, 
renovations and additional 
facilities The Cavalier now 
excels in convention con- 
veniences and_ attractions 

. easily Accessible . . . 
centrally Located . . . ample 
in Accommodations . . . Air- 
Conditioned Meeting Rooms 
of All Sizes . . . Special Con- 
vention Equipment and 
Service .. . Convention 
director and staff . . . exten- 
sive Recreational Facilities. 


Under Direction of Sidney Banks 
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World's Fastest, 
Finest Airliners 


Delta-C&S Serves the Most Important 
Convention Cities in the U. S. 


Fly Delta-C&S to your business meetings or conventions. Experienced 
Delta-C&S personnel will help you contact members, reserve space 
and make all arrangements for your convention flights. Delta-C&S 
offers wide choice of flights and fares from the economical daylight 
and Owl coaches to the Golden Crown DC-7’s, the World’s Fastest 
and Finest Airliners. 


Call your local Delta-C&S Sales Office or write to 
Convention Bureau, Delta-C&S Air Lines, 
General Offices, Atlanta Airport, Atlanta, Georgia 


CHICAGO 
MIAMI 


NEW 
ORLEANS 


ST. LOUIS 
HOUSTON 
DALLAS 
ATLANTA 


“ABAKER 
hotel, Dallas, Texas 


Dallas’ finest convention hotel, the BAKER... 

800 attractive guest rooms, completely air con- 
ditioned, 11 beautiful meeting rooms all on one 
floor, ample exhibit space and capable convention 
staff. Home of the nationally famous MURAL ROOM. 


AFFILIATED NAT'OWAL HOTELS 


ALABAMA 


Convenient Motor Lobby 
Elevator Direct- 
to-Room 


Soe oo 9-o- ON 


In the heart of downtown Dallas 


FOLD-N-CARRY 


PORTABLE-EXPANDABLE 
EXHIBIT 


® NO CRATING. SELF CON- 
TAINED SHIPPING UNIT. 


® EASILY PORTABLE. 
® SETS UP IN A - FEW 
MINUTES. 


Converts from portable case to 
exhibit measuring 6'6" x 9'10" x 30" 


For Complete Information Write to 
COLUMBIA EXHIBITS 


1621 GERMANTOWN AVE 
PHILADELPHIA 22, PA 


Want Top Results? 
Then Bring Your 
Sales Meeting to 


SPLIT ROCK 
LODGE AND CLUB 


On Lake Harmony in the Poconos 
2000 feet elevation 

e Now! Newly _ enlarged 
meeting, banquet facilities 

e Bar and Cocktail Lounge 
e Year-round sports 

e Unexcelled food 

@ Spacious rooms and cot- 
tages 
Only three hours from New 
York or Philadelphia. For 
complete information, write 
W. D. Herrmann, General 
Manager, Split Rock Lodge 
and Club, White Haven R. 
D., Pa., or telephone White 
Haven 4561. 


Let ‘Em Gripe 


You can let them get gripes off their chests without having 


_ the meeting get out of hand. Divided into five-man groups, 


salesmen air their complaints in constructive discussion. 


BY CARL B. ANDERSON 


Sales Promotion Manager, Frederic B. Stevens, Inc. 


A “gripe session,” free of one-man 
domination, that permits review of 
the pet gripe of each salesman results 
in a feeling of final accomplishment 
for every man present. And, without 
embarrassment to you, your salesmen 
have renewed respect for your will- 
ingness to help them win their battles. 

How is all this possible? We em- 
ploy a meeting technique we call 
“Mr. Five by Five.” It is a method 
of getting more participation and 
greater problem-solving at meetings 
by dividing into groups of five for 
discussion purposes. 

In a small sales meeting salesmen 
may count off by fives, the ones get 
together, the twos, etc. In larger 
meetings it might be best to increase 
the number in the group to six or 
eight. To conduct a “Mr. Five by 
Five” session effectively, never have 
over this number in a group. A larger 
circle encourages dominant members 
to take over and permits timid ones 
to keep silent. In large sales meet- 
ings, where groups of eight must be 
used, four salesmen in the first row 
may turn to face four salesmen in the 
second, four in the third may face 
four salesmen in the fourth, etc. 
(Should require about 2 minutes). 

When your groups have been 
formed,..composed of from five to 
eight salésmen, strict observance of a 
time schedule is a requirement that 
should be followed. Your salesmen 
will respect you more and your 
“gripe session” will be much more 
successful if you do. As chairman of 
the “Mr. Five by Five” gripe session 
you instruct the groups to have each 
member introduce himself, if neces- 
sary, to the others in his group (not 
over 2 minutes). 

Quickly then, instruct each group 
to appoint one of its members as group 
chairman or spokesman (1 minute). 

Wasting no time—successful em- 
ployment of the “Mr. Five by Five” 
session requires strict timing—you ask 
the new chairmen to direct their 
groups in selecting a secretary or 


scribe (1 minute). Be prepared to 
provide a pencil and pad to each scribe 
immediately (1 minute). 

Even if it appears that some groups 
have not been able to appoint a chair- 
man and a scribe in the time alloted, 
do not wait for them to catch up. It’s 
surprising how fast they can catch 
up when they realize the meeting is 
going to continue. 

Thus far you, as “Mr. Five by 
Five” meeting chairman, have taken 
about six to 10 minutes to see the 
groups organized. Time now for ex- 
plaining the functions of this gripe 
session. 

Explain that, both physically and 
psychologically, members in a group 
of five are close to one another. It is 
a normal conversation group — ideal 
for exchanging “gripes” and talking 
to the point. In a group this small 
the “windy” person hardly dares 
dominate by speech making. In a 
group as intimate as this the timid 
person speaks. 

Explain that you are going to pro- 
pose specific statements or questions 
which sales management hopes will 
help get at the heart of many of the 
salesmen’s problems. 

Chairman of each group of five 
presents the question to members. 
Each member will be given one min- 
ute to give his best idea or answer to 
the question—chairman speaks on his 
views last. 

Since only one minute is permitted 
for each person, it is necessary that he 
get to the point immediately, be brief 
and eliminate argument or criticism. 
Above all, each member should be 
cautioned against making a speech or 
try to sell his idea or gripe to others. 
Others must be given their one min- 
ute to be heard also. 

As each suggestion is voiced the 
scribe records the idea. 

When all ideas on the question are 
voiced (five minutes) group chair- 
man is instructed to have his group 
select the best and second best idea 
presented. If the group feels it neces- 
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Ideat location ( nearest the Convention Hall ) 
with luxurious guest rooms. deluxe suites, unex 
celled service. internationally tamous cursine and 
a magnificent dining rocem overlooking the sea 

For the ultimate in gracious living and superb 
facilities, the Shelburne proudly offers its pent- 
heuse. “Kenmare Hall” high atop the hotel 


P.S.—New Convention Hall and 
Banquet Facilities (under construction) 
available in Spring of °55. 


he 
CHELBURNE 


Atlantic City’s Foremost Luxury Hotel 
On the Boardwalk at Michigan Avenue 
Joseph M, Hitzel Jr., General Manager 


Edgar A, Sweet, Sales Manager 
Telephone Atlantic City 4-813! 


hour from Chicago 
Here at Lake Lawn, your next sales 

meeting will be all yours. No “big 
city” distractions — you have the 

perfect setting, with adequate 

conference rooms and superb 

accommodations and food at Wisconsin's 
smartest complete resort. Special event 


arranged. 
HAROLD S. ZILISCH, MGR. 
Phone: Chicago, FRanklin 2-6062 


DELAVAN, WISCONSIN ¢ 
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sary, combine one or more ideas for 
presentation to the meeting as a 
whole. The scribe writes up the 
choices agreed upon to report to the 
entire sales meeting (2 minutes). 

Seven minutes have passed and 
every salesman present has stated his 
views. Now you, as over-all chair- 
man, request each group chairman or 
scribe to give his group’s report. Cau- 
tion against duplication — when it 
occurs ask for the group’s second 
choice to be reported (30 seconds to 
one minute per report). 

Number of groups in your sales 
meeting and total time to be devoted 
to your “Mr. Five by Five” session 
regulates number of questions that 
can be presented to the various groups 
for reports. 

At least three questions should be 
presented to the groups, if at all pos- 
sible.. It’s also a good idea to have 
one or more questions designed to 
secure positive reports. 


Questions 


Here, for example, are the four 
questions used at a recent sales meet- 
ing for our organization: 

1. What is the most important step 
your home office can take to help 
you increase sales? 

. What was the most important 
contribution made by your home 
office last year to help you in- 
crease sales? (the positive gripe 
question. ) 

. What is your major sales prob- 
lem in the field? 

. What could be included in the 
next sales meeting to make it 
more beneficial to you? What 
has proved most beneficial to 
you during this sales meeting? 
(another requirement for a posi- 
tive answer. ) 

Incidentally, 60% of the reports 
given for the last question included 
either a recommendation for a “Mr. 
Five by Five” session again next year 
or praised it as being the most bene- 
ficial session at this year’s meeting. 
Praise was also high for the strict 
time table. 


Stake in Discussion 


Every salesman in a “Mr. Five by 
Five” session has a stake in what is 
discussed and reported. The process 
is one of commitment by the individ- 
ual salesmen themselves to what is 
believed, not persuasion by artful 
speakers. 

How you handle such a session— 
whether by using the “Mr. Five by 
Five” method or some other—is up 
to you. But, don’t be afraid of hear- 
ing gripes from your salesmen. 


Largest and Most Modern 
Summer Resort in the Middle West 


Breezy Point Lodge 


ON BIG PELICAN LAKE 
BRAINERD, MINNESOTA 


“Perfect Packaged Conventions’ 


Groups from 50 up to 400 persons 
Welcomed in June, July, Aug. and Sept. 


Geared for super-smooth handling of 
conventions or sales meetings .. . 
ideally located in a superb Northern 
setting with big-city accommodations 
and services, including swimming, 
golf, tennis, soft-ball, bowling, shuffle- 
board, dancing, entertainment and 
superlative food! Every room with 
private bath or shower. 


ASK FOR CONVENTION BROCHURE 


1001 W. Washington Bivd., Chicago 7, Ill. 
Phone SEeley 3-3649 


Convention 
Center! 


Count on the 
Sheraton-Ten Eyck 
for Albany's finest 

facilities for large or 
small groups... call 
or write for complete 


information. 


QueERATON- 


—® Ten Eyck 


ALBANY, N. Y. 


Geo. B. Chelius, Gen. Mgr. 


Views and Habits of 
Exhibitors in Industry 


(continued from page 16) 


ence as is shown by Table I. In the 
medical field, 56% of companies sur- 
veyed exhibit in more than 10 shows 
a year. Three to five shows a year is 
most common in the electronics field. 
In the chemical industry, there are 
about as many companies exhibiting 


in from three to five shows a year as 
there are companies exhibiting in 
only one or two shows a year. There’s 
hardly anybody who doesn’t exhibit 
in some show. 

In the metalworking industry, 
largest number of companies exhibit 
in from one to two shows a year, with 
three to five shows as the next most 
popular category. Even here, how- 
ever, 12% of companies exhibit in 
over 10 shows a year. This is the 
same number as for companies who 


Over a thousand can be seated com- 
fortably for meetings in the new 
auditorium, 72’ wide by 112’ long. 

For a banquet it accommodates 
860. The 42’ by 20’ stage is com- 
plete with orchestra pit and 

dressing rooms. 


Other various sized rooms are suitable for 
any type of dining or meeting arrangement. 


A theatre, with inclined floor, provides lounge-type seating for 400. Its stage, 34’ x 
16’, also has orchestra pit and dressing rooms — plus a wide CinemaScope screen. 


For complete information 


address: 
DIRECTOR OF SALES 


WHITE SULPHUR SPRINGS, WEST VIRGINIA 


Or inquire of Greenbrier offices at: New York, 588 Fifth Ave., JU 6-5500 
* Boston, 73 Tremont St., LA 3-4497 + Chicago, 77 West Washington 
Street, RA 6-0625 + Washington, D. C., Investment Bldg., RE 7-2642 


exhibit in less than one show a year 
(including none at all). 

Pattern in the office equipment 
field is similar to that of the medical 
field. Here again, largest percentage 
of companies exhibit in over 10 shows 
a year, and only 16% in one or two 
shows a year. 

Question: How much difference is 
there between large and small com- 
panies ? 

Answer: Chief difference is that 
larger companies tend to exhibit in 
more shows than do smaller com- 
panies. Whereas 24% of all com- 
panies say they exhibit in over 10 
shows a year, almost 50% of large 
companies are in this category. Only 
11% of large companies exhibit in 
fewer than three shows a year. At 
least one company exhibits in 180 
shows a year. 

Question: Does influence of com- 
pany size vary between different 
field ? 

Answer: No, basic pattern is much 
the same in every industry. Larger 
companies exhibit in more shows than 
smaller companies do. In office equip- 
ment field 95% of major companies 
exhibit in over 10 shows a year. In 
medical field, percentage is 83% and 
in electronic field 78%. The differ- 
ence is a little less pronounced in the 
metalworking industry, but even here 
larger companies exhibit in more 
shows than do smaller ones (see 
Table IT). 

Question: What types of shows are 
these: regional, national or local ? 

Answer: That is a difficult question 
to answer primarily because we did 
not define in our survey just how the 
exhibitor was to distinguish between 
a regional, national or local show. 
For instance, in the chemical field, 
national show exhibits added to 74% 
of total (see Table III) and yet the 
two largest shows in this field, while 
called ‘national’ shows, have more 
of the characteristics of regional or 
local shows. 

Answers to the question are quite 
interesting in contrast to a subsequent 
question directed at exhibitors asking 
them which type of show they “pre- 
ferred.” 

Question: What types of shows do 
exhibitors actually prefer? 

Answer: In practically every field, 
desire for truly “national” shows pre- 
dominates. Four out of five com- 
panies prefer national shows to all 
others. In the chemical field, the 
total runs up to five out of six. Re- 
gional shows showed up best in the 
electronic field, but even here only 
one out of five companies ‘indicated 
they liked regional shows. The rela- 
tive interest in other fields is. shown 
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in Table IV. 


Question: Is there any difference in 
this respect between large and small 
companies ? 

Answer: Large companies are even 
more determined in their preference 
for national shows than are ‘smaller 
companies. This is true in every field 
checked with the exception of the 
medical and electronic. In the latter 
field, a third of the larger companies 
like regional shows, but even this 
industry is not sufficient to bring up 
the average. In no field is there any 
decided liking for local shows among 
large companies (See Table IV-A). 
National shows are preferred by 86% 
of all larger companies, although only 
56% of them are currently concen- 
trating exclusively on national shows. 
Present national shows in their opin- 
ion apparently are not doing the job 
as completely as they want it done. 


Question: How do exhibitors feel 
about number of shows? 

Answer: There is a general feeling 
among exhibitors that there are too 
many shows (see Table V). At least 
in no field covered by our investiga- 
tion do more exhibitors want more 
shows rather than fewer shows. Near- 
est approach to wanting more shows 
comes in the office and electronic 
fields. In the latter, only 36% of 
exhibitors want fewer shows and 
29% want more. But even in this 
field, larger companies think there 
are too many shows; and 78% of 
larger companies want fewer shows 
in the electronic field. 

The medical field is the most deter- 
mined of all. Here 74% of exhibitors 
feel there are too many shows—three 
out of four companies—and the per- 
centage is 86% when you analyze 
only big companies. There is a dis- 
tinct though smaller group, however, 
in this field that likes the idea of more 
shows — particularly regional shows. 
This group is made up essentially of 
exhibitors who use shows to bolster 
weak distributional marketing setups. 

I might reiterate here that larger 
companies in every industry checked, 
except the metalworking group, have 
a stronger feeling about there being 
too many shows than do the smaller 
companies (see Table V-A). Appar- 
ently the metalworking industry 
shows have come closer to what ex- 
hibitors want, at least, than any of 
the others. Any time you can get half 
of all your exhibitors, including large 
ones, to vote 50% “OK as is,” you 
are doing pretty well. In the other 
fields checked, big exhibitors are 
pretty definitely of the opinion that 
there are “too many shows.” 


Question: Could this be due to 


their participation in more shows? 
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Answer: That’s entirely possible. 
In general, larger companies do feel 
that they should participate in every 
important show. They are, therefore, 
more conscious of overlapping objec- 
tives and character of many shows, 
particularly where similar shows are 
run in contiguous geographical areas. 

There are other factors too. For 
instance, one large exhibitor in Sep- 
tember had four simultaneous exhib- 
its in four different shows in just one 
city in the same week. 

It takes a lot of manpower to staff 


exhibits in four different shows and 
it isn’t the kind of manpower you can 
pick off the streets. That is probably 
one important reason why the larger 
companies are more interested in na- 
tional rather than regional or local 
shows (See Tables IV-A and IV). 

Question: What about time be- 
tween shows’ How often should a 
show be held? 

Answer: To answer that question 
adequately, we should have answers 
of course from both exhibitors and 
visitors. Both are important in deter- 


BUT HOW SUCCESSFUL ? 


Chances are the presentation at your last meeting was 
well-organized and reasonably successful. But, did it merit 


raves like these? 


the job.” 


seen.” 


than ever before.” 


Peseeeeeeeesepfeesresseerress 


¢ Did It Tell the Story? 


“The sales message was crystal clear. We have tried 
many ways to present this information but thanks to 
you, we have found the most effective way to do 


e Did It Hit Hard? 


“It was without question one of the most dramatic 
and forceful presentations the industry has ever 


e Did It Stir Them Up? 


“Our members were very much impressed and will 
make use of sales opportunities to a greater extent 


These comments were inspired by "Dairy Diary" a Howard Lanin Pro- 
duction written and staged for the recent Dairy Industry Convention. 


You, too, can put impact into your meetings 
and score dramatic success with 


PLANNED INDUSTRIAL ENTERTAINMENT 


A Service of 


HOWARD LANIN MANAGEMENT, INC. 


NEW YORK 
113 W. 57th St. 


JUdson 6-3045 ¢ 1622 Chestnut St. 


PHILADELPHIA 
LOcust 4-0738 


91 


.in the Homestead manner” 


e The world-famous Homestead, at 
Hot Springs, Virginia, is in an envi- 
able position to serve your confer- 
ences from November through March 
—when city hotels are busiest and 
most crowded. 


This great hotel and its 17,000-acre 
estate are in full operation during 
this period, and we are able to give 
you the utmost in service and spe- 
cial attention. 


Write for full convention and group 
meeting information. 


LOW WINTER RATES 


THE 


HOT SPRINGS, VIRGINIA 


BUSINESS and 
Pleasure 


in TULSA 


means- 


> AIR-CONDITIONED COMFORT 
> CENTRAL LOCATION 
CONVENIENT COFFEE SHOP 
EW MODERN ADJOINING GA 


TULSA’S F/WEST HOTEL 


»pulur Terrace Room 


| may or may 


| that they 
| however, since averages seem to check, | 
| very well with findings in attendance | 
| studies at various types of shows. Cer- 


apart than two years. 


| working 


mining the proper frequency of any 
show. Viewpoints of exhibitors alone 


There is some reason 


think pretty much alike, 


tainly there is no universal pattern 
that applies to all industries (Table 
VII) 

In the metalworking field, a period 
of two years between shows seems to 
be most in demand: 62% of all 
metalworking exhibitors — replying 
voted that way. The remainder is 
divided equally between those who 
want to hold a show every year and 
those who want a show less frequent- 
ly than biennial—19% in either case. 
This checks fairly well with findings 
of audience reaction studies we have 
seen. When we take a look at larger 
metalworking companies, we find 
even more in favor of biennial shows 
and fewer who like a longer time 
lapse than two years (only 6%). 

In contrast with metalworking, 
82% of exhibitors in the electronic 
field feel that once a year is not too 
often for an electronics show. In this 
field, the biennial show gets only 
18% of the vote and shows oper- 
ated on a longer time-lapse have no 
measurable support. 


Annual Shows 


The medical field shows an even 
higher percentage in favor of annual 
shows—87% in this case. In con- 
trast, the chemical industry votes two 
to one in favor of the biennial type, 
with 29% favoring an annual show, 
ard only 5% favoring shows farther 
In the office 
exhibitors voted 


field, 


equipment 


| about three to one in favor of annual 


shows. 

There is thus very little consistency 
as between industries. One thing that 
is evident is that similar shows held 
more frequently than on an annual 
basis are quite unpopular with ex- 
hibitors. Shows less frequent than 
biennial have an appeal only to lim- 
ited groups such as the smaller com- 
panies in the heavy capital equipment 
field (machine tools) in the metal- 
working industry. Yet, even in this 
last category, there are many com- 
panies who prefer to exhibit on a 
biennial basis. 

Question: Aside from the metal- 
industry, is there any 
marked difference between smaller 
and larger exhibitors in their desires 


not reveal the reaction | 
of visitors to shows at which they | 
| exhibit. | 
/ to believe 
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daytona 
beach 


... THE “KNOW-HOW” 
CONVENTION AREA! 


No last minute headaches ... no 
overburdened executives... no time- 
consuming advance preparations, Just 
turn over your convention responsi- 
bilities to us. A full time profes- 
sional staff handles all planning, 
registration, accommodations, enter- 
tainment, etc. Plus ... Hotel and 
apartments accommodating 40,000. 
meeting rooms for 50 to 1000 dele- 
gates ... air-conditioned auditorium 
seating 2,500 with exhibit space. 


DAYTONA BEACH RECREATIONAL AREA 
ORMOND BEACH - HOLLY HILL 
SOUTH DAYTONA - PORT ORANGE 


_ 


WE HAVE THE 


TO ASSURE A 


CONVENTION! 


Information? Please write: 
Shepard Henkin, Director of Sales 


HOTEL 


GOVERNOR 
CLINTON 


15 public meeti oom * accom- 
modate 10 to 5 
1200 outside rooms with ion circu- 
lating ice water, Servidor and radio. 
NOW, 21" TV. 
7th Ave. at 31st St. 
(Opposite Penn Station) 
NEW YORK CITY 
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@ 600 feet of pri- 
vate beach... 
water skiing... 
<= } spear fishing 


hold YOUR convention 


@ Golf...tennis... 
bicycling... boating 


@ Perfect food... 
gay night life... 
shopping . . . sight- 
seeing 


@ Service . Fun 
Glamour 


@ Plus every facil- 
ity to make your 
business a success 
exhibition space 
. Private meeting 
rooms ...dining 
rooms... 16mm 
movie projector... 
public address sys- 
Nassau’ s Popular Hotel tem ... Stage. 
spotlights 


BEACH HOTEL 


in the Gay Bahamas 
For reservations and group pen 
rates, write direct or consult 0 yeAR 
one of our offices ALL 
630 Fifth Ave., N.Y 
Circle 7-7697 A Miller Hotel 
146 Biscayne Bivd., Miami William R. Curtis, 
2-7906 Res. Mgr. 


CONVENTION 
ATTENDANCE 


4 qq 
Spread 
the word 
around that 
fun-filled 
Montauk Manor is this 
year’s convention spot 
and attendance will soar! 
It's New York's smart vacation spot! 


ACCOMMODATES UP TO 350 
200 ROOMS WITH PRIVATE BATHS 
LARGE & SMALL MEETING ROOMS 

FIREPROOF 
Deep SeaFishing* 150ft.saltwaterpool ~ 
Cobona & Sort Club+18hole . 
professional golf course 
Tennis courts + Cocktail 
and supper dancing 
Top Entertain- 
ment. 
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as to frequency of shows? 

Answer: Not a great deal. In the 
medical field, percent of one-year pro- 
ponents jumps from 87% to 96% 
among the larger exhibitors. In the 
chemical field, tabulations for large 
companies and smaller companies are 
almost identical. Electronic field pat- 
tern is something like the medical in 
that larger companies are even ‘more 
interested in annual shows than 
smaller ones. 

In the office equipment field, ma- 
jority of both larger and small com- 
panies prefer the annual show. Larg- 
er companies, as in metalworking, 
are slightly less in favor of the annual 
show than the smaller companies. 
About one third of larger exhibitors 
prefer the biennial show, as against 
an average of only one in four for all 
companies. 

Question: Do exhibitors like shows 
to be held in the same city or rotated ? 

Answer: Vote is about four to one 
in favor of rotating shows, taking 
exhibitors as a whole. However, there 
is quite a difference by industry as 
will be noted from Table VI. Metal- 
working field shows only one exhib- 
itor in 10 who likes to have shows in 
the same city every time. In the 
medical field, the difference is even 
more pronounced—1 in 20. Least 
concerned about this question appears 
to be the electronic field which votes 
not quite two to one in favor of ro- 
tating shows. 

Question: Does check of larger 
companies show any marked devia- 
tion from the average? 

Answer: In the chemical and metal- 
working fields, average for all com- 
panies is almost exactly the same as 
for larger companies. In the office 
equipment, medical and_ electronic 
fields, larger companies voted 100% 
in favor of rotating shows. 

Question: Up to this point in your 
studies, how would you summarize 
desires of all exhibitors, taking them 
as an average? 

Answer: If there is such a thing as 
an “average exhibitor” he exhibits 
in from six to eight shows a year— 


four national, two regional and one | 


local. He would like to see the num- 
ber of shows in his field reduced, par- 
ticularly the regional and local shows. 
He would like to see national shows 
made more national in character. 
He’s about evenly divided in his opin- 
ion between whether shows should be 
held every year or once every other 
year, depending on the field his com- 
pany serves. He would like to see na- 
tional shows rotated between differ- 
ent cities as much as possible. 
“Average” large exhibitor exhibits 
in over 10 shows a year—an average 
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Use Giant Blowups 
For Bigger Sales! 


This FREE book of installations, mounting 
advice, and stock scenes for backgrounds 
is yours for the asking. See how you can 
use Translites, photos, ‘stats, giant prints, 
cutouts, murals, and sales folios to put 
new life in displays. Complete prices 
included. Satisfaction guaranteed. Send 
today! 


Rush FREE ‘Display Kit'' to 
Name 

Co. 
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! 
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Summit 


Right atop Mt. Summit on a beau- 
tiful 930 acre estate with our own 
golf course and swimming pool. 


Ideal facilities for handling groups 
up to 160... with sports, relaxa- 
tion and entertainment fer all. Noted 
for delectable food ... and spa- 
cious, comfortable rooms. 


On U. S. Route 40, six miles from 
Uniontown, Pa. 2500 feet high in 


the mountains. 


Phone Uniontown 8-8594 
—or write SAM STEWART, Manager 


(An Abbell Hotel) 
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Convention City! 
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Hall. Complete convention 
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floor. Famous 
Merry-Go-Roung 

Room. All suites 

and bedroom: 
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Convention Rates 


wom $B 
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DOUBLE 


Write or phone 
Atlantic City 4-3051 
Michael T. McGarry 

General Manager 


of somewhere around eight national, 
four regional and two local shows 
each. He is much more certain that 
there are too many shows and that he 
wants national shows in preference 
to regional and local varieties. Pref- 
erence as to frequency depends on 
the field he serves but he wants to be 
sure that coasecutive shows are held 
in different cities. 

Question: Would you also sum- 
marize the attitude of the average 
exhibitor in various fields? How 
about chemical ? 

Answer: Average exhibitor in the 
chemical field exhibits in about three 
or four shows a year, mostly “na- 
tional” at least in name. He is in- 
clined to feel that there are too many 
shows in his field, but he would like 
to see these reduced only if the pres- 
ent shows were made more national 
in character. He prefers biennial 
shows to annual, and would like to 
see such shows rotate between cities. 

Question: What does average ex- 
hibitor want in metalworking field? 

Answer: Majority of exhibitors in 
this field exhibit in two to three shows 
a year. Ratio is about two national 
shows to one regional or local. Aver- 
age exhibitor thinks there are at least 
enough if not too many shows serv- 
ing the metalworking industry and 
likes national shows — particularly 
those held every other year in differ- 
ent cities. 

Question: How about office equip- 
ment field ? 

Answer: There are more exhibitors 
who participate in over 19 shows a 


year in the office equipment field than 
in any other category except medical. 
Only about half of these are national 
shows, the rest being evenly divided 
between regional and local. In gen- 
eral, exhibitors in this field are not 
too happy about shows serving the 
office market. That is one reason why 
half of the exhibitors want fewer 
shows, while one out of three believes 
there aren’t enough. 

Question: What 
and hospital field? 

Answer: More companies — over 
half—in this field exhibit in over 10 
shows a year than for any other cate- 
gory checked. Ratio between nation- 
al, regional and local shows is about 
the same as in the office equipment 
field, but the average exhibitor is 
very much more certain that he wants 
fewer shows than the office equip- 
ment supplier. The medical and hos- 
pital exhibitor wants the major re- 
duction to come out of regional and 
local shows. 

Question: And in electronic field? 

Answer: Average exhibitor here 
participates in from three to five 
shows a year. Two-thirds are na- 
tional. He is very undecided as to 
whether he wants more shows or few- 
er shows. He feels that present shows 
do not give him adequate coverage of 
his prospective markets. He is much 
more amenable to exhibiting in re- 
gional shows than almost any other 
type of exhibitor, although he also 
prefers national shows on a four to 
one ratio basis. 

One of Three Articles 


medical 


about 


Harry A. Peters, Jr., Manager 


GRAND HOTEL, 


A 350-acre private estate with luxurious accommodations and a variety of outdoor activities at 
any season. Facilities available for group reservations during the following specified periods only: 


—Labor Day to March Ist 
—May 15th to June 30th 
Maximum 80 persons (40 double rooms). 


Point Clear, 


Skylounge 
Conference Room 
Clubhouse for 
parties, banquets 

© Year ‘round golf 
Lodge and deep-sea 


cruisers 
Peace and quiet 


Alabama 
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CONVENTION BUSINESS 


(continued from page 13) 


One trend firming up in the trade 
and industrial show field is the “split. 
off.” Many large shows are over 
booked. Because space is not avail- 
able in established shows, exhibitors 
who cannot get into the big shows 
are being wooed into “rump” shows. 
These “independent” shows should 
grow in number. Whether they last 
depends on the ingenuity of show 
promoters. Wise show management 
of “split off” shows are developing 
their events as specialties of the larger 
shows. Whether the dig look by ex- 
hibitors will reject or go along with 
these new shows should be known by 
the time 1955 is out. 

As shows are created for new 
fields, trend seems to double up as 
soon as success is met. Thus, if a new 
show catches on in the East or Mid- 
west, show management immediately 
considers similar shows in the West 
and South. Giant expositions have 
been and will develop new West 
Coast events. 

Big problem for show management 
has always been delivery of an audi- 
ence. Shows will continue to multi- 
ply in direct proportion to manage- 
ment’s ability to bring in quality au- 
diences. And audience quality will be 
carefully scrutinized with the dig 
look. Manufacturers will seek sub- 
stantiated audience data. 

Heretofore, show managers have 
been disturbed by the indifference of 
exhibitors toward audience research 


data. While a few exhibitors are loud 
in their demands for research data, 
show management has found that 
their numbers are too small to war- 
rant large-scale studies of audiences. 

This indifference will change this 
year. When every promotion dollar 
is put under the microscope, more ex- 
hibitors will discover that research 
data on show audiences is something 
they should have. Thus, the research 
tool may expect greater use. How 
much greater use of research there 
will be depends upon the number of 
exhibitors who will want this tool. 

While some show promoters are in- 
clined to estimate greater use of the 
show medium because of increased 
costs of individual sales calls, these 
estimates will be tempered by in- 
creased costs of participating in 
shows. It will shape up like this for 
a manufacturer: Which costs are 
growing faster, individual sales calls 
or trade show participation? If the 
cost. of keeping a salesman on the 
road who can make x number of 
calls increases by 3% or 8%, a manu- 
facturer may look more kindly to 
shows. However, if, while these costs 
rise, show participation costs increase 
by a like or higher percentage, an 
opposite view might develop. 

Costs are not the sole criterion on 
show participation for 1955, how- 
ever. Much depends on how produc- 
tive an individual exhibitor can make 
his show participation. This might 


ARIZONA’S COUNTRY CLUB RESORT 
INVITES GROUP MEETINGS 


Accommodations for 125 guests in a secluded THE 


club-like atmosphere only 17 miles to Phoenix. 
70 acres of lawns and flowers. Magnificent golf 
course and other sports. 3740' Paved Airstrip. 
Superb food and well-trained service. 

Variety of meeting and conference rooms. 


Season: MANAG 
NOVEMBER 
TO MAY 
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MEMPHIS, TENN. 
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Convention Headquarters 


Lobby, Mezzanine & Third Floor 
offer over 38,000 sq. ft. exhibit 
space, banquet & conference 
rooms accommodating 25 to 
1000 persons; 625 rooms with 
bath. All Air-Conditioned. 


Write Dept. C 
F. R, SCHUTT, General Manager 
An Alsonett Hotel 
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VIRGINIA 


A distinguished 
setting for 
mectings 
conferences, forums 


For groups of 10 to 300 persons beau- 
tiful Williamsburg offers conference 
delegates and their families an oppor- 
tunity of combining business with an 
enjoyable holiday in this uniquely re- 
stored community. Here, where great 
patriots proclaimed our American faith 
there is something of interest for ev- 
eryone—tours through the Governor’s 
Palace, the Capitol and other famous 
exhibition buildings, 18th century gar- 
dens, golf, tennis, cycling. 

Fine cuisine, excellent accommoda- 
cions and true Virginia hospitality con- 
tribute greatly to the success of every 
meeting held in Williamsburg. 


Williamsburg Inn & Lodge 


For descriptive booklet and information write: 
Grant M. Washburn, Williamsburg Inn, Wilbiams- 
burg, Va. or call N. Y. Res Off., 
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be the trend: 

When a manufacturer has a new 
product or merchandising plan to 
launch, he may up his show budget 
and increase the number of shows in 
which he participates. On “off years,” 
when he has nothing new to tell, he 
will be inclined to cut budgets. 

This has not been the case gener- 
ally. Often a company gets in a 
groove and stays there. It buys the 
same size space year after year at 
shows regardless of whether it needed 
less or more for its particular mar- 


keting plans. If it ups its space one 
year for some special promotion, it is 
inclined to take the same space next 
year although it might not need it 
for its then current situation. 

What is happening is that execu- 
tives in charge of show participation 
seem to cherish old budgets. Rather 
than evaluate each new marketing 
situation on its own, they rely on 
past performance although sales prob- 
lems may have been entirely different. 
Budgets continue to rise because of 
increased exhibiting costs. But the 


PIPES & PANELS AREN'T ENOUGH... 


Your convention Display is a Setting for Sales . 


- not an 


budgets do not relate to marketing 
factors. Exhibitors seemed inclined 
to cut out a show rather than reduce 
the budget at a particular show, and 
throw in the difference toward an- 
other show. Actually the company is 
better off often to simply keep both 
shows on its schedule with reduced 
budgets when more prominent dis- 
plays are not required because of its 
marketing situation. 

The big look might change all 
this; and, if it does, exhibitors will 
get more for their exhibit dollar. 

Nothing is so marked for 1955 as 
the trend toward resort areas for 
sales meetings, and resorts are not un- 
aware of their potentialities. ‘This 
year meeting planners will have a 
great number of solicitations from 
resorts that they never knew existed 
and will try these places. 

Five years ago conservative esti- 
mates for total business in the con- 
vention and trade show field were $2 
billion. Today, some experts pin $2.5 
billion gross expenditures on the ex- 
hibit end alone. This includes costs 
to exhibitors and visitors. Whatever 
total spending is done actually, it is a 
sure bet that 1955 will reach the 
highest level in history. Some look for 
a leveling off in 1956; others set 1957 
as start of the plateau. 

The End 


end in itself. The more flexibility you can have in arranging that 
setting, the more possibilities you have for ingenious approach 


combined with practical construction and sensible cost, and, the more 


... And So Are the 
MEETINGS 


Fishing for a resort setting for your next 
meeting? Check on The Carolinian and 
its ideal facilities for groups up to 100. 
Here on the coast of North Carolina your 
meeting enjoys ocean-front atmosphere 
to stimulate thought . . . and ocean-side 
recreation. 


effective your selling atmosphere can be. Proper lighting—adequate 
copy panels — crisp lettering and sparkling colors all play an 


important role in creating that atmosphere. 


That’s why so many well-known companies have ordered 
and reordered Displays from CAPEX, where the wide range of 
CAPEX PREFAB construction units, the careful workmanship of 


CAPEX experts in design, lettering and production, and the 
You have the best fishing along the At- 
lantic Coastline at The Carolinian. You 
can fish in the ocean, inlets, fresh and 
salt-water sounds and bays, plus deep- 
sea fishing in the Gulf Stream offshore. 


“easy-does-it” set up and knock down features of CAPEX com- 
binations give the exhibitor a free hand with his ideas. 


You see more and more good-looking, sturdy CAPEX 
PREFABS at every major show—and their low cost of handling 
makes them especially practical for getting around to regional 
affairs, too. You'll be in good company with a CAPEX! 


For details write to: 


Mrs. Lucille S. Purser, 
Manager — 
* This “idea-Starter” Portfolio of Display possibilities with CAPEX The Carolinian 
PREFABS is yours for the asking (on your business letterhead, please). 


CAPEX COMPANY, INC. 615 souTH BOULEVARD, EVANSTON, ILL. | Steed Gn the Altzstie; Werth Carciine 
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What You Can Learn from the Theater 


(continued from page 18) 


tion is at the zero mark. (The 
audience still is waiting to judge 
your efforts.) From here, the atten- 
tion span rises to a fairly high mark, 
even if the program is not particu- 
larly interesting. (It’s early enough 
so the audience holds out hope and 
anticipation. ) 

At mid-morning, attention nose- 
dives, which is the reason for the 
familiar coffee break. Rising again 
after the break, attention does not 
reach the same level it found in the 
first hour or so of the meeting, but 
it’s reasonably high. As lunchtime 
draws near, attention drops again. If 
you break for lunch when you said 
you would, you are all right. Delay 
lunch and you’re in trouble. 


Higher After Lunch 


Following luncheon, attention is 
slightly higher than it was after the 
coffee break. It rises gradually to the 
average mark, then begins dropping. 
An afternoon break cushions the 
drop, and brings interest back to a 
relatively low level which is briefly 
held and then drops again and goes 
into a steady decline until close of 
the program. 

That, the Dartnell group was 
told, is the classic pattern of the 
mean attention span in any audience. 

“But smart programming,” says 
Mary Ann O’Neil, Theatre for In- 
dustry’s executive director, ‘‘can 
make big changes in the pattern to 
keep attention and interest always 
above average and never at zero.” 


Danger Spots 


Miss O’Neil told the group how 
the meeting manager who uses this 
traditional pattern as a guide can 
take special pains with danger spots. 
It was told to build the program to 
a climactic close, as a good Broadway 
show is built, getting off to a fast 
start and picking up momentum to 
carry the audience over the attention- 
drop periods, then closing with a 
sock. 

To build such a program takes 
ideas, and the audience was shown 
how to develop and apply program 
ideas. First, though, it was cau- 
tioned not to dwarf program ob- 
jectives in a welter of clever ideas 
which add nothing to the meeting’s 
direction. ‘To illustrate this danger, 
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a “boodle barrel” was brought on 
stage. Miss O’Neil described a typi- 
cal planning conference for a com- 
pany meeting, telling how all too 
often spurious program ideas are de- 
veloped before the real objectives of 
the meeting are established. 

As she talked, a cast of four typi- 
cal company characters 
stage and began to pull 


moved on 
unrelated 


GR 


CONVE 
don’t just 


That fact is obvious to anyone who's 
ever had a hand in planning one. 


One of the primary factors in build- 
ing a successful convention is location. 
Each of the nine Statler cities is excel- 
lently located, and each is served by 
the very finest-in transportation. 

And each Statler Hotel has the ex- 
perience and “know-how” to help you 
carry out your plan for your most suc- 
cessful convention ever! They’ve all 
been built to house conventions, with 
an eye toward the special facilities a 


good convention needs. 
They all have: 


1. Specialized knowledge and ex- 
perience that comes only with many 
years of co-operation with convention 
groups of all sizes, large and small. 


idea-objects from the barrel. 

“What we need are statistics!’’ 
shouted she, hauling out a ream of 
them. 

“Speeches, that’s what the pro- 
gram needs!” yelled another, waving 
an armful from the barrel. 

“An extravaganza. Just the 
thing!”” shouted a _ third actor, 
brandishing bags of gold. 

This is not how program ideas are 
intelligently developed, Miss O'Neil 
admonishes. First step is to figure 
out what you want to accomplish at 
the meeting. Then decide, realistic- 


EAT 


NTIONS 


happen... 


2. Special facilities and equipment 
for every aspect of convention activity 
—registration, meetings, exhibits, and 
banquets. 


3. Performance that lives up to the 
promise, or exceeds it. Once conven- 
tion arrangements have been made, you 
can relax, for every promise of service 
and facilities will be more than met. 


4. Full value for convention dol- 
lars. Room rates are posted in each 
room, and never raised, regardless of 
the size of the convention or the de- 
mand for rooms. 


Why not investigate further? 
Write for complete data on any of 
the nine Statler Hotels to Execu- 
tive Office, Hotel Statler, New 
York 1, N.Y. 


STATLER 


HOTELS 


NEW YORK 


BUFFALO + DETROIT 


BOSTON 


CLEVELAND «+ ST. LOUIS 


WASHINGTON + LOS ANGELES + HARTFORD 


“GO COWBOY...” 


For Your Next 
Convention or 
Sales Meeting 


Come to MAYAN BAR M DUDE 
RANCH—the ranch that was fea- 
tured in Life Magazine October 
12th, 1953. Ride with real cow- 
boys. See and enjoy a real cow- 
boy breakfast cooked on the range. 
50 palominos to ride through the 
hills. Donkey carts. Go fishing in a 
river and our lake. Two swimming 
pools, lighted. 
Write for reservation. 


MAYAN RANCH 


In the Scenic Country-side of 


one under-water 


Bandera, Texas | 
E. A. Hicks, Owner 
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let us help make your 


next sales meeting 
the best you've ever held! 
WORLD-RENOWNED 


NORTHERNAIRE 


WEbster 9-7372 


KEnwood 6230 


THREE LAKES 
WISCONSIN 


ally,. what budget you have with 
which to meet your objectives. Last 
step is to develop program ideas 
which will meet your objectives 
within limitations of your budget. 

Ideas are all around you, she said. 
Today’s headlines suggest them. So 
do yesterday's. Words suggest ideas: 
a play on words has been the basis 
for some of the best ad_ slogans. 
Children’s books, familiar fables and 
fantasies are full of ideas you can 
inject in the meeting program. All 
these objects, examined with imagi- 
nation, are idea gold mines. 

Theater tor Industry’s vice presi- 
dent, James M. Boyd, pointed to 
three ways dramatization of an idea 


ONLY HOTEL 
IN NEW YORK 


offers all 
these 
features 
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Fosse 
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elton 


Lexington Ave. at 49th St. 


This 37 story, 1200 room sky- 
scraper, in the heart of the 
Grand Central zone, has played 
host to many conventions, large 
The Shelton has 
everything to offer. Numerous 


and small. 
meeting and banquet rooms ac- 
commodate groups of from 25 
up to 1000. Air conditioned. 
Public address system. 


EXTRA FEATURES INCLUDE FREE 
TELEVISION IN EACH ROOM, A 
75 FOOT OLYMPIC SWIMMING 
POOL, STEAM ROOM, AN OUT- 
DOOR SUN TERRACE AND OTHER 
FEATURES. 


can help the meeting program: (1) 
to establish a meeting theme; (2) to 
help a speaker illustrate a point; (3) 
to introduce a new product. 


Dramatization can be used in a 
meeting for reference, to break 
monotony, for shock effect. It can 


do far more than any other presenta- 
tion to build interest and punch 
home a message. 

The Dartnell audience was cau- 
tioned that the dramatic sequence 
should be used to point up a message 
that cannot be told as succinctly in 
any other way. It should never say 
the same thing a speaker will, later 
in the program. The speaker may 
refer to dramatic “bits” to prove cer- 
tain points, but he should not repeat 
what the audience already has seen 
in dramatic form. 

In connection with dramatization 
costs, the group was urged to shave 
expenses anywhere except in the use 
of professional writing, acting and 
technical talent. Writing, acting, 
producing and directing take special 
skills, just as copywriting, layout or 
cost-accounting call for special skills. 

Professionals are trained in com- 
munications media. They know how 
to deliver your selling message within 
limitations of media. Not to use 
them may be the meeting manager’s 
most costly extravagance, in terms of 
meeting effectiveness. 

Visual aids and how to use them 
also were discussed at the Dartnell 
meeting. Flip-charts, flannel boards, 
magnetic boards, slides, filmstrips and 
the new. Cell-O-Matic projector, 
which allows limited animation, were 
talked about and demonstrated. 

One interesting visual was the 
stagette on which Theater for In- 
dustry conducted the Dartnell meet- 
ing. The stagette was designed 
specifically for company meetings, and 
was recommended as an economical 
way to make any meeting more ef- 
fective. The unit used for the Dart- 
nell meet featured pivoted panels on 
either side of an open stage area, on 
which all manner of visual aids can 
be presented. This device, Theater 
for Industry says, is the almost per- 
fect answer to company meetings. It 
provides a focal point, hides distract- 
ing hotel columns and windows, and 
gives meeting manager an ideal skele- 
ton on which to hang the meat of 
his program: visual presentations. 

Good visual aids, the group was 
told, speed up selling process for the 
speaker and his audience. “Show the 
audience a picture of a new piece of 
equipment, and you don’t have to 
describe it.” When they’re well- 
planned, visuals document the speak- 
er’s remarks and help keep his story 
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INDEY TO ANRVERDTICEDC 


moving and pertinent. 

Good presentations generally are 
simple. They tell the story in quick, 
understandable fashion. This sim- 
- plicity is deceptive and its achieve- 
ment the mark of a professional. 

Separate pages, boards or posters 
make effective visuals for an audience 
of 50 or less. Slides, film or over- 
head projection devices are more ef- 
fective for any group larger than 50. 


Slides 


Don’t mix black and white and 
color slides, the Dartnell audience 
was advised. They focus at slightly 
different points, which makes a com- 
bination clumsy to handle. ‘Too, the 
black and white will suffer from com- 
parison. 

In a discussion titled “Making the 
Speaker Effective,’ meeting _ re- 
hearsals were pointed to as absolutely 
vital to the success of any meeting. 
“Allow yourself a full two weeks 
before the show for rehearsals,” the 
group was told, ‘“‘then prepare sched- 
ules for every person who partici- 
pates.”’ 

The very distribution of a formal 
schedule does wonders to get the 
most recalcitrant speaker to re- 
hearsals. When he sees the entire 
schedule in print, he starts to take 
things more seriously. 


Steps 


Even the simplest meeting should 
be put through these basic steps: 

1. Timetable: Schedule rehearsals. 
Set definite times and places, and be 
definite about what will be rehearsed. 
Put it in writing. 

2. Responsibilities: 
rector, stage manager 
necessary to give you a 
crew and projectionists. 

3. Readings: Hold a reading re- 
hearsal. Allot individual times for 
speakers and dramatizations. 

4. Staging: Hold a blocking re- 
hearsal in which you decide exactly 
how each participant will enter and 
exit, where he will stand and how he 
will perform any stage “business” in- 
cluded in his appearance. 

5. Sets: Hold a technical rehearsal, 
even if only one man writing on a 
blackboard is involved. If meeting 
is more complex, make sure all visual 
presentations are run through, all 
lighting set and rehearsed, all set 
changes handled. 

6. Test: Hold a dress rehearsal. 
Run through the entire meeting 
exactly as it will be seen, without in- 


Assign a di- 
and_ people 
backstage 
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terruption. 

Closed-circuit television, which has 
been thought of largely as a way to 
tie multi-city meetings together, was 
shown in some additional applica- 
tions. Closed-circuit equipment was 
used at the meeting to demonstrate 
how it can: 

1. Handle overflow audiences, 
when meeting accommodations are 
limited, and audience must be sepa- 
rated into different rooms. 

2. Make video-travel possible; to 
take audience on a tour of a plant, 4 


distant city, a showroom three states 
away—without asking it to leave the 
comfort of the hotel ballroom. 

3. Show a tiny object (a new 
micro-switch, say) to a large audi- 
ence, or large objects (maybe a new 
line of milling machines) to a rela- 
tively small group, without making 
the audience move from its seats. 

The audience was told that closed- 
circuit TV can be used in any city 
with a television station or, for that 
matter, in virtually any city with a 
telephone line. The End 


Welll show you how 
to fill those 


convention chairs! 


Northwest's convention staff will relieve you 


of details. . 


. contact delegates, give all in- 


formation. Complete service includes pre- 


and post-convention tours, side trips and 
special half-fare arrangements for families. 


Luxurious Stratocruisers or low-cost Air 
Coach brings delegates refreshed and ready 
for participation. Only Northwest serves 
cities coast to coast, Hawaii, Canada, Alaska 


and the Orient. 


BOOST SALES WITH 


AIRVENTURE INCENTIVES 


Salesmen go all out for SALES 
when the prize is a free air vaca- 
tion. Write for information on how 
to promote this sure-fire motivator. 


Contact any Northwest office or... Conven- 
tion Bureau, Northwest Orient Airlines, 1885 
University Avenue, St. Paul 1, Minnesota. 


NORTHWEST 6: AIRLINES 


Short route to the Orient 
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For a Meeting They'll Remember 


= Fort Harrison Hotel 


For convention details write Angie Barker, Sales Manager, Ft. Harrison Hotel, Clearwater 6, Fla. 
Or contact Atlantic International Hotel Service: New York CIRCLE 5-6727, Chicago CENTRAL 6-6846 
Convention rates at the JACK TAR Hotel on the beach at Galveston, Texas, October te April 


Bring them to the largest air-condi- 
tioned resort hotel on Florida's cooles? 
coast—its West Coast! 


The 


Clearwater, Florida 


Special Convention Rates 
April to January 


For Pleasure— 


Fresh water temperature controlled pool ®@ 
Private beach @ Exercise, Massage, and Steam 
Rooms © TV in most rooms © Putting greens 
® Cocktail lounge with nightly entertainment @ 
3 golf courses and charter fishing fleet minutes 
away. 
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PHOENIX 


Write 


If you are planning a sales meeting or 
regional conference of any kind in the 
southwest, you'll want to consider famous 
Camelback, one of the world's most interest- 
ing American Plan winter resorts. 500 acres 
of peaceful relaxation. All sports on the sun- 
drenched desert, including golf at the fabu- 
lous new all-green 18-hole Paradise Valley 
Golf Club, situated right in “our backyard”. 
Mouthwatering food. Genial informality. 
Dry, Healthful air. October to May. 


JACK STEWART, CAMELBACK INN, PHOENIX, ARIZONA 


Dankee Inn Keeping 


at its VERY FINEST 
At These Famous Treadway Resorts 


Atmosphere makes meetings rez!!; different. 


TOY TOWN 
TAVERN 


Winchendon, Mass. 


J. S. Packard 
Accommodates 100 


The TREADWAY 
INN 


Coonamessett-on-the-Cape 
North Falmouth, Mass. 
J. Frank Birdsall, Jr. 
Accommodates 160 


Write directly to 
any manager for 
available dates 
for 1955 thru ‘57. 


Each hotel operated on the American Plan, featuring the finest food you've ever 
tasted. Golf and swimming, too, amid scenic beauty. : 


The OTESAGA 


Cooperstown, N. Y. 


H. J. Merrick, Jr. 
Accom...-dates 225 
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le voici 


Here—at this internationally 
famous French Canadian village 
resort, your group will find a mem- 
orable meeting spot—a 6000 acre 
world-in-itself with everything you 
could wish for right at hand. 


Hlere — you can meet in summer, 
fall, winter or spring — amid the 
breathtaking beauty of Canada's 
magnificent Laurentians. Enjoy the 
finest meeting and recreational 
facilities, comfortable accommo- 
dations for all your group lup to 
350), superb cuisine and bar, in- 
comparable old-world courtesy. 
(And we think you'll come again 
and again, as so many important 
groups do.) Write for full in- 


formation. Mont 
Tremblant 
“\, Lodge 


Mont Tremblant, P.Q. 
Canada 

Mrs. Joseph B. Ryan 
President 


Only 90 miles 
north of 
Montreal 


Newly Styled Throughout 
the General 
Ogtethorpe 


The new ownership of this fine 
resort has redecorated the entire 
hotel . . . and two-thirds of all 
guest rooms have been air- 
conditioned. 2 air-conditioned 
ballrooms! 18-hole golf course 
on our own grounds, giant out- 
door pool, boating, fishing, 
tennis, dancing. Attractive con- 
vention rates. Write for color 
brochure and information. 


| Autographs Break 
| The Ice on Cruise 


Says the lady on the right, “I’m 
Katherine Deer. May I have your 
autograph?” Mrs. Lois Gabrielson 
(left), like the wives of 200 Winkler 
dealers from all parts of the nation 
gladly signs the autograph book and 
now Mrs. Gerald F. Deer, wife of 
the training school manager, U. S 
Machine Division, Stewart-Warner 


Corp., Lebanon, Ind., is on a friend- | 
ly, first-name basis with a woman | 


important to the success of her hus- 


band’s job. 


Acquainted Quickly 


The autograph book is the brain 
child of Claude Potts, general sales 
manager of U. S. Machine (Winkler 
Potts, who had 
visited the shops of most of the deal- 
ers who won an all-expense paid trip 
to Bermuda conducted by Todd En- 
terprises, knew everyone would have 
a much better time if wives of dealers 
and wives of 10 Winkler executives 
on the trip could quickly get to know 
each other as “Kath- 
erine.” 


heating products). 


“Lois” and 
Potts supplied autograph books 
to wives. Their autograph-seeking 
turned the normally stiff, formal 
opening night get-together of any 
large group into an affair where it 
was fun to get acquainted. Next, 
wives introduced their husbands and 
the “family” feeling Potts sought to 
establish by the sales incentive con- 
test became a fact. 


Yosemite Naticnal Park, California 


Modern comfort and every facility for 
sales and convention meetings amid spec- 
tucular mountain scenery. Centrally lo- 
cated and easy to reach. . . Sleeping 
capacity 200; dining capacity 500, with 
additional sleeping capacity in cottages 
to accommodate 500. Completely equipped 
meeting rocms. 


For full information and colorful booklet 
write Convention Department, Yosemite Park 
and Curry Co., Yosemite National Park, 
California. 


HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer” 
CLIMATE AT THE 


on his Le 


AUGUSTA, GEORGIA 
"Golf Capital of the Nation’ 
The South's finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED .. . including 
@ al! restaurants, cocktail lounge, 
lobby, meeting rooms and most 
guest rooms. 
@ 400 rooms with bath 
® Spectacular, outdoor swimming 
poo! 
@ Golfing privileges (five minutes’ 
walk from hotel) 
For information write: 
Harold Lieberman, General Manager 
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EXHIBIT CLINIC 


U. S. Takes New Interest in Exhibits 


To create the greatest impact 
abroad with American products and 
industrial might, as well as to extend 
our foreign markets, U. S. Depart- 
ment of Commerce is going to foreign 
fairs and wants U. S. business to come 
along. 

What the Department of Com- 
merce has in mind is to coordinate 
exhibits by American companies at 
foreign trade fairs to stimulate great- 
er use of the exhibit medium by 
Americans abroad. To this end, Roy 
F. Williams, New England indus- 
trialist, has been appointed to direct 
the new program. 

With an initial budget of $100,000 
and an indication that the sum could 
be doubled if plans go well, the Gov- 
ernment is out to beat the Soviet in 
its boasts of superior industrial might. 
U. S. S. R. spends huge sums at for- 
eign trade fairs to display its prod- 
ucts and impress Europeans with Rus- 
sian inventiveness. 

Government exhibits are already 
slated for 30 fairs during the first 
six months of this year. Says Secre- 
tary of Commerce Sinclair Weeks, 
‘This great drive to promote Amer- 
ican industry participation in inter- 
national trade fairs is one of the most 
effective ways to expand trade and 
stimulate employment.” 

As part of its stepped-up interna- 
tional trade fair program, Depart- 
ment of Commerce is conducting a 
“Survey of U. S. Company Partici- 
pation in International Trade Fairs.” 
All business firms interested in in- 


creasing international trade and the 
prestige of American products abroad 
are “invited and urged” to fill out a 
survey form to indicate where their 
products will be exhib‘ted abroad in 
1955. 

In the Commerce Department’s 
plans are these six objectives: 

1. Maintain a strengthened infor- 
mation center on international trade 
fairs in Washington, D. C. 

2. Supply American companies 
with information which will assist 
them to decide on and arrange with 
proper trade shows in which to ex- 
hibit their products. 

3. Establish an exhibit, jointly 
sponsored by government and indus- 
try (in addition to separate company 
exhibits), in a central location at 
selected international trade fairs 
abroad. 

4. Provide individual company ex- 
hibits at the same fairs with services 
which will enable them to realize the 
greatest benefits from the presence 
of this exhibit. 

5. Maintain a U. S. trade promo- 
tion booth in the central location to 
serve as a reception, appointment and 
trade information center and to ren- 
der on-the-spot services to enable 
U. S. and foreign buyers and sellers 
who seek business contacts to get in 
touch with each other. 

6. Provide U. S. trade promotion 
and marketing specialists to meet 
with foreign business groups and in- 
dividual businessmen in advance of 
and at the fair as a stimulus to de- 


EXPERTS in convention lighting 
displays e parties e movies 
tv e theatrical e special events 


e 


RENTAL EQUIPMENT 
OF EVERY VARIETY... 


We deliver anywhere in the 
United States. Jack Frost service 
includes complete installation 
and removal. 


FREE ESTIMATES 


WRITE FOR FREE CATALOG LISTING 
EQUIPMENT AND COMPLETE INFOR- 
MATION ON SERVICES. 
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Emergency Lighting, GM Livonia Fire 


he san 


DEPT. SM, 234 PIQUETTE AVENUE 
DETROIT 2, MICH. * TRinity 3-8030 


ONAWA LODGE 


Favorite Year "Round 
Resort in the Poconos 
of Pennsylvania 


Mountainhome 50, Pa. 


100 miles from New York City 
and Philadelphia. 40 miles 
south of Scranton, Pa. 


Ideal facilities and accommo- 
dations for staff meetings and 
sales conferences composed of 
15 te 100 persons. 


* Special group American plan rates 
¢ Adequate private meeting rooms 
* Good meals abundantly served 
¢ All outdoor and indoor sports 
¢ Membership remains united 
* Attractive cocktail lounge 

¢ Member HSMA 


Any month except over holiday week-ends 
and between June 25 and October 25 


Please write or call for further information 
and colorful folder. 


H. I. Shinnen, Own.-Mgt. 
“Hosts in the Poconos since 1926” 
Telephone—Cresco 3311 


Washington's 
Largest Ballroom 


is now re-opened! 


In addition to Washington's most spa- 
cious ballroom, there is the newly 
restored south ballroom—and nine 
additional meeting rooms—all air con- 
ditioned. Dining and bar Facilities have 
been modernized and expanded. New 
adjacent garage facilities are available. 
All suites and bedrooms are air condi- 
tioned and furnished with radio and 
large screen television. Write for com- 
plete convention information, 


Douglas A. Stalker, 
General Manager 


Teletype WA-732 
Telephone 


NAtional 8-4420 
AN ABBELL HOTEL 


14th Street and Pennsylvania Avenue, NN. W. 
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velopment of actual trade opportuni- 
ties and business contacts for Ameri- 
can firms. 

Department of Commerce says, 
“The United States, which has the 
largest volume of international trade 
of any nation, has up till now been 
conspicuous by its absence [from fcer- 
eign fairs]. Most of the major trad- 
ing nations of the world have par- 
ticipated in international trade fairs 
and have generally strengthened the 
promotional aspects of their business- 
men’s individual displays with a cen- 


tral exhibit designed to draw atten- 
tion to the total industrial progress 
and achievement of the nation.” 

On the physical end of presenting 
American business to the world via 
trade fairs, the Department of Com- 
merce will act as coordinating agency 
to “obtain appropriate government 
and industry counsel before making 
a decision as to when and where to 
participate and the character which 
the central exhibit will take.” It will 
arrange with foreign fair manage- 
ments for acquisition of necessary 


Now! high sales impact for low budgets 
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OHIO E-Z PAK 


self-contained displays 
Ohio's E-Z PAK is a one-package display, designed for 


one-man convenience. 


It gives you all the visual-aid 


elements of large expensive units...and allows person- 
alized, custom treatment of your sales story. There’s drama 
and economy in one E-Z handling package for both 


primary and secondary shows. 


STANDARD SIZES 


14’ — Can be used also as 10’ unit. 


8’ high. 


96” — 3-dimensional display panels 
on 284” wide side panels. 

7’ x 7'6" — Junior package. Ideal for 
regional distributor meetings, etc. 


WRITE FOR 
E-Z PAK BULLETIN 


2206 SUPERIOR AVE 


TODAY! 


N. W., CLEVELAND 13, OHIO 


space and for rental or erection of 
buildings for exhibits. 

The Department will negotiate 
with private exhibit and design firms 
for the development of plans and 
blueprints for central exhibits, and 
will provide a manager and crew for 
installation and maintenance of the 
central exhibit. Individual U. S. 
companies. will be requested to pro- 
vide gratis or on a free-loan basis the 
products to be displayed, as required 
by exhibit design. 

The 30 fairs already selected for 
participation girdle the globe from 
Bangkok to Paris. For its 1955 sched- 
ule the Department will call on its 
previous successful experience with 
U. S. exhibits in cooperation with 
industry at Berlin, Germany, and Iz- 
mir, Turkey. 

Central U. S. exhibit at the 1952 
Berlin Fair consisted of a_ fully- 
equipped “Dream House” with the 
theme “We Are Building a Better 
Life.”’ It attracted such widespread 
attention that block-long lines of citi 
zens waited for an opportunity to 
view it. Approximately 395,000 Ger- 
mans saw the display in 17 days. 

As a result of the tremendous de- 
mand to see this display, the U. S. 
exhibit remained open for an extra 
month after the remainder of the fair 
closed. An additional 163,000 people, 
who came specifically to see the Amer- 
ican exhibit, were clocked during the 
extended showing. 

Although the Government desires 
to encourage and assist more Ameri- 
can and business firms to take advan- 
tage of exhibiting abroad, no financial 
assistance will be given to any in- 
dividual exhibitor in connection with 
his private exhibit. Instead many spe- 
cial services will be made available 
to all exhibitors. 

For example basic symbol designs 
to relate individual exhibits to the 
central theme exhibit will be made 
available. The central exhibit will 
provide special trade services to as- 
sist U. S. firms in their sales efforts. 

At certain European fairs where 
national exhibits are not practical, 
whenever it is “considered desirable 
to participate,” the Department of 
Commerce may provide trade infor- 
mation and business appointment fa- 
cilities in a central room or booth de- 
voted solely to this trade consultation 
service. 

In December the first Commerce 
Department exhibit under the new 
plan was staged in Bangkok. Cologne 
is slated for February and March, 
Milan and Frankfurt in April, 
Tokyo, Paris and Hanover in May, 
and Karachi and Brussels later in the 
spring. 

The End 
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SHIP YOUR DISPLAY ® If you have a display on tour, or just exhibit at an oc- 


THIS MODERN WAY | casional show,: take advantage of North American’s ‘Com- 

plete Cycle’ service. Door-to-door in the same padded van 

@ Experienced Supervision eliminates drayage and minimizes costly crating. Depart- 

@ Door-to-Door Service mentalized supervision by NAV L’s experienced display men 

@ Minimum Crating releases your own personnel for sales work — saves you time, 

@ Releases Your Personnel for reduces over-all show costs. And NAVL agents offer clean, 
Sales Work. | modern storage for any period of time. 
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Get this FREE Display ee" 
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North American Van Lines, Inc. 


DISPLAY AND EXHIBIT DEPARTMENT 


Fort Wayne I, Indiana 


NOW SERVING THE UNITED STATES, ALASKA, CANADA AND HAWAIIAN ISLANDS 


To produce. results, visual presentations must 
command attention and hold it tight. That’s why 
outstanding companies depend on The Jam Handy 
Organization for professional help. With technical 
knowledge, long experience and unsurpassed facili- 
ties, teams of highly skilled specialists produce 
every type of visual presentation and pictorial 
selling device. 


Whether they’re designed for inspiration, infor- 


mation or two-fisted selling, Jam Handy can build’ 


and stage the attention-getting, attention-holding 


visual presentations that will get your ideas across. 


You save time, effort, expense—and come up 
with a completely integrated promotion when you 
use Jam Handy One-Stop Service to help handle 
every detail—from ideas to script, to finished art, 
charts, graphics or a film. You can be sure such 
a presentation will hold the undivided attention of 
the eyes and ears of those you want to impress. 


Next time you have an idea-selling job to do, call 
on The Jam Handy One-Stop Service office nearest 
you to get the best help for your purpose. 


7c JAM HANDY Ogengation 


Screen Advertising 
Cartoon Comedies 
Training Manuals 
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Convention Supervision 
Field Surveys Color Film Productions 
Convention Plans Training Devices 
Pictorial Booklets Speech Coaching 
Transparencies Promotion Pieces 
Film Distribution Portable Stagettes 
Turnover Charts Television Commercials 
Pageants Meeting Equipment 
Quiz Materials Projection Service 
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